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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Online  contextual  advertising  is  hot,  but  not 
without  its  problems,  says  Steve  Outing.  He  offers 
ways  to  avoid  unfortunate  placement  of  ads  — 
such  as  the  travel  ad  running  next  to  an  airplane 
crash  story  (“Stop  the  Presses,”  Aug.  13). ... 
Speaking  of  online  advertising,  revenues  were  up 
7%  in  01,  says  the  Interactive  Advertising 
Bureau  (“Headlines,”  Aug.  21). ...  Charles  Bowen 
visits  a  higher  education  site  with  suggestions 
for  back-to-school  features  (“Digital  How-to,” 
Aug.  19). ...  America’s  first  test-tube  baby 
returned  to  her  birthplace  this  summer,  as  an 
intern  for  The  Virginian-Pilot  (“Headlines,”  Aug. 
20). ...  Plus  a  new  Photo  of  the  Week  and  Poll. 


irnUFERTOmUMENOW 


Y  Michael  Tomasky’s  “study”  of 
editorials  on  Bush  vs.  Clinton 
(At  Deadline,  Aug.  11,  p.  5)  as  though  its 
objectivity  and  quality  are  to  be  assumed. 
Actually,  the  briefest  perusal  of  Tomasky’s 
opinion  columns  shows  him  to  be  a 
tendentious  and  highly  polemical  leftist. 
The  fact  that  Hc^rvard  gives  him  a 
journalistic  fellowship  does  not  suddenly 
make  him  a  learned,  careful  or  objective 
social  scientist.  It  is  preposterous  to  state 
conclusions  of  Tomasky’s  “study”  as 
though  they  represent  a  thorough  body 
of  academic  work.  They  are  merely  the 
opinions  of  one  obnoxious  leftist. 

JOHN  DUVIVIER 
New  York,  N.Y. 

TO  NAME,  OR  NOT  TO  NAME? 

Geneva  Overholser  makes  a 
compelling  argument  for  doing 
away  with  journalism’s  age-old 
custom  of  not  printing  the  names  of 
alleged  rape  victims  (“What’s  In  a  Name?” 
July  28,  p.  25).  The  practice  is  unfair  to 
the  accused.  But  because  Kobe  Bryant’s 
accuser  is  named  and  pictured  on  the 
Internet  is  a  poor  excuse  for  papers  to  do 
the  same. 

There  should  not  be  a  lesser  journalistic 
standard  for  this  woman  just  because 
the  man  she  accused  of  raping  her  is  a 
famous  basketball  player.  In  20  years  as 
a  reporter  and  editor,  I  found  that  sexual 
assault  victims  want  very  much  not  to 
have  their  names  printed  in  the  newspa¬ 
per.  Sometimes  the  passage  of  time  makes 
it  easier  for  victims  to  disclose  their  own 


OU  PRESENT  A  SUMMARY  OF 


traumas  —  the  Central  Park  jogger  comes 
to  mind  —  but  it  should  be  their  decision, 
at  their  pace. 

Perhaps  the  ethic  of  not  naming 
alleged  rape  victims  will  soon  go  the  way 
of  hot  type  and  courtesy  titles.  But  I  sus¬ 
pect  that  identifying  such  victims  is  far 
easier  to  advocate  philosophically  than 
it  is  to  practice  on  a  consistent  basis  with 
real  victims  in  the  real  world. 

DAVE  WADDELL 
Department  of  Journalism 
California  State  University,  Chico 

THIS  JUST  ISN'T  W0RRIN6  OUT 

Your  E&P Technical  feature 
“Where  Skills  Are  Scarce”  (June 
16)  revisits  an  issue  that  has 
challenged  the  printing  and  publishing 
industry  for  decades.  Several  executives 
quoted  in  the  article  quite  rightly  empha¬ 
size  the  importance  of  print  education 
programs  in  post-secondary  institutions 
as  a  source  of  entry-level  workers.  Yet 
another  source  simply  comments  that 
recruiting  from  vocational-technical 
schools  “never  panned  out.” 

Why  not?  And  why  can  a  top  industry 
manager  say  there  are  “four  or  five” 
universities  with  solid  graphic  arts 
programs  when  in  fact  there  are  scores 
of  these  programs? 

It’s  up  to  the  industry,  and  the  institu¬ 
tions,  to  respond  to  these  concerns  and 
meet  employers’  needs  more  effectively. 
This,  I  suggest,  warrants  a  follow-up 
article. 

REGIS  J.  DELMONTAGNE 

PRESIDENT 

Graphics  Arts  Education  and  Research 
Foundation,  Reston,  Va. 


- YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


august  22,  1953: 

The  San  Jose  Mercury  and  News 
drew  a  crowd  of  of  nearly  70,000 
people  during  a  publicity  stunt  in 
which  the  newspaper  dropped 
from  a  helicopter  502  ping  pong 


balls  with  cash  inside  them.  Alfred  C.  Kinsey,  who  conducted 
a  study  of  sexual  behavior  in  the 
The  San  Francisco  News  human  female.  “The  reviews  were 

announced  its  decision  not  to  fine,”  News  Editor  Frank  R.  Ford 
publish  reviews  of  a  controversial  told  E&P,  “but  the  contents  were 
new  summary  of  findings  by  Dr.  of  necessity  pretty  hot.” 
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While  many 
papers  are 

taking  a  knife  to  their 
comics  pages,  the 
St.  Petersburg  (Fla.) 
Times  said  it  would 
expand  the  number 
of  strips  and  comics 
pages  in  its  daily 
and  Sunday  editions, 
starting  this  week. 
The  Vrrtes  said  it 
hopes  to  grow  its 
appeal  with  young 
readers  with  the 
addition  of  “hip  and 
edgy”  strips  such  as 
“Zits”  and  “Get 
Fuzzy”;  on  the  way 
out  are  “Ciasoline 
Alley”  and  “Snuffy 
Smith." 

—  LUCIA  MOSES 


Where  will  YOU  be  when  the  lights  go 
out?  Our  survey  finds  very  few 
newspapers  prepared  for  the  worst. 

BY  JOE  STRUPP 

WHILE  THE  RECENT  NORTHEAST  BLACK- 

out  forced  newspapers  from  Detroit  to 
New  York  to  scramble  for  energy  to  put 
out  their  daily  product,  it  also  ^ 
caused  many  papers  unaffected  K 
by  the  power  outage  to  reassess 
their  own  backup  plans. 

“I’m  dead  in  the  water,”  said 
Paul  Webb,  vice  president/pro-  , 

duction  for  The  Dallas  Mom- 
ing  News,  when  asked  how  a 
wide-ranging  blackout  across 
Texas  would  affect  him.  “I  have 
no  backup  capabilities  all  if 
there  is  a  blackout  over  a  gener- 
area.  Virtually  no  one  our 


power  the  main  Washington 
newsroom  and  pre-press  facili¬ 
ties,  but  not  the  main  plants. 
“We  are  exploring  how  we 
might  manage  it  in  the  case  of  a 
major  problem,”  Lutz  said.  “We 
could  not  assume  that  if  the 
Maryland  plant  lost  power  that 
The  Sun  (of  Baltimore),  up  the 
road,  would  be  able  to  help  us.” 

For  a  number  of  newspapers, 
the  only  absolute  protection  is 
the  purchase  or  leasing  of  back- 
W  up  generators,  something  that 

^  can  run  into  millions  of  dollars. 

“That  is  on  our  list  (of  pro- 
piosals),  but  nothing  concrete 
has  been  done  about  it,”  Rich 
Cox,  senior  vice  president/op- 
IHPI^^HHII  erations  for  the  San  Francisco 
4  on  the  northeast:  Chronicle  said  about  buying  a 

Iding  in  Newark,  N.J.  generator.  “Right  now,  if  there 
was  a  blackout  on  most  of  the  West  Coast,  we  would 
not  be  able  to  print.”  Cox  said  the  Chronicle  has  an 
emergency  generator  for  its  downtown  newsroom, 
which  was  put  in  place  during  the  California  energy 
crisis  several  years  ago,  but  none  at  any  of  its  three 


Following  more 
than  a  year  out 
of  the  newsroom, 
Pam  Fine,  former 
vice  president  and 
managing  editor  at 
the  Star-Tribune  of 
Minneapolis,  will 
return  to  newspapers 
as  the  managing 
editor  of  The  Indi¬ 
anapolis  Star,  the 
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star  reported  Friday. 
Fine,  46,  left  the 
Star-Tribune  after 
eight  years  in  June 
2002. 

During  her  hiatus. 
Fine  pursued  a 
master's  degree  at 
the  University  of 
Minnesota  and  con¬ 
templated  teaching. 
But  she  said  the  lure 
of  daily  news  brought 
her  back  to  the  biz. 

“At  some  point.  I’d 
like  to  teach  at  the 
college  level,  but  I 
still  feel  passionate 
about  working  in  a 
newsroom,”  she  told 
E&P. 

Rne  will  become 
the  Star’s  third  man¬ 
aging  editor  in  less 
than  three  years. 

—  JOE  STRUPP 

IE  IS  MAKING 
AN  ISSUE  OF  IT 

Militan- 

Reporters  and 
Editors  (MRE)  —  the 
year-old  association 
of  those  who  cover 
everything  from  local 
bases  to  overseas 
battles  —  plans  to  fo¬ 
cus  nearly  half  of  its 
upcoming  conference 
(Oct.  2-4  in  Crystal 
City,  Va.)  on  issues 
related  to  the  war  in 
Iraq.  Since  its  cre¬ 
ation  in  Sept.  2002, 
MRE  has  grown  from 
a  group  of  two  dozen 
correspondents  inter¬ 
ested  in  better  Penta¬ 
gon  relations  to  a 
bona  fide  fraternity 
boasting  more  than 
200  members. 

Organizers  are  also 
touting  a  new  agree¬ 
ment  with  the  North¬ 
western  University 
Medill  School  of 
Journalism.  MRE  will 


printing  plants,  two  of  which  are  outside  the  city. 

In  Dallas,  newspaper  executives  recently  hired  a 
consultant  to  study  the  paper’s  backup  power  needs. 
Webb  said  the  study,  which  cost  $12,500,  concluded 
that  a  complete  backup  system  for  printing  plants  and 
other  operations  would  run  about  $6  million.  Because 
of  the  Aug.  14  blackout,  “we  will  be  putting  that 
(option)  into  our  2004  (fiscal)  plan,”  Webb  said. 

At  The  Arizona  Republic  in  Phoenix,  the  northeast 
power  outage  sparked  interest  in  bringing  in  backup 
generators  full  time  for  that  paper’s  two  printing 
plants  and  main  offices,  said  Bob  Kotwasinski,  vice 
president/production.  The  paper  leased  diesel- 
fx)wered  generators  for  use  during  Y2K  when  fears  of 
massive  power  outages  caused  concern,  and  “this  sit¬ 
uation  has  raised  the  question  of  the  need  for  them 
again,”  Kotwasinski  said.  “The  question  would  be: 
what  is  the  accessibility  to  those  kinds  of  backup 
generators  in  the  event  of  a  widespread  outage?” 

The  Star-Tribune  in  Minneapolis,  which  has  no 
backup  power,  contemplated  more  generator 
support  during  Y2K,  but  did  not  invest  given  an 
estimated  $4  million  price  tag,  according  to  Greg 


Cardinal,  engineering  manager.  “It  is  a  lot  of  money 
for  something  you  hope  you  never  use,”  he  said. 

For  other  papers,  simply  educating  themselves 
about  what  their  power  sources  are  —  and  how  their 
area  power  grids  work  —  has  become  a  priority.  “We 
need  to  have  a  better  understanding  of  what  they  do,” 
said  Frank  Paiva,  vice  president/operations  for  The 
Seattle  Times,  which  also  prints  the  Seattle  Post-Intel¬ 
ligencer.  “We  don’t  have  backup  power  or  generators 
and  we  don’t  have  a  bunch  of  other  newspapers  our 
size  we  could  draw  on.”  At  The  Miami  Herald,  which 
has  agreements  with  two  nearby  dailies  for  emer¬ 
gency  help.  Rich  Danze,  vice  president  of  operations, 
said  he  is  looking  to  expand  protection  involving 
other  Florida  papers.  The  Aug.  14  blackout  “clearly 
changed  the  playing  field,”  he  said. 

Bob  Bums,  vice  president/production  at  Philadel¬ 
phia  Newspapers,  which  prints  the  Inquirer  and 
Daily  News,  said  the  blackout  also  spiked  his  interest 
in  the  heretofore  mysterious  world  of  power  grids: 
“Typically,  in  the  past,  you  assumed  you  could  go 
somewhere  else  nearby  that  has  capacity  —  but  in  a 
widespread  blackout,  that  would  not  be  the  case.”  11 


New  meaningfor  ''lights  out”  work 


Printing  during  energy  crisis 


BY  JIM  ROSENBERG 

Early  one  day 
recently,  Chris 
Wade,  produc¬ 
tion  director  of  The 
Meadville  Tribune, 
was  reviewing  his 
disaster-recovery  plan 
with  colleagues  at  the 
New  Castle  News,  a 
CNHI  sister  paper  also 
in  western  Pennsylvania. 
He  couldn’t  believe  what 
happened  after  his  drive 
back  north:  The  lights 
went  out. 

Wade’s  disaster  plan, 
in  effect  since  mid- 
December,  covers  all 
departments,  “and 
everybody  followed  it  to 
a  T,”  he  said,  after  the 
August  14  blackout.  But 
the  Tribune  was  luckier 
than  many  others.  Not 
only  did  it  have  and  exe¬ 
cute  a  plan  when  power 
went  out  that  afternoon, 
but  Wade,  also  an  assis¬ 


tant  fire  chief,  borrowed 
a  12-kilowatt  generator 
from  the  fire  department 
to  power  his  paper, 

By  9  p.m.,  electricity 
was  restored,  and  “about 
2:30  we  finally  got  on 
the  press,”  said  Wade. 
“Usually  we  get  on  by 
midnight.” 

Where  newspapers 
were  affected  at  all,  the 


impact  of  last  week’s 
regional  power  failure 
depended  on  location. 


publishing  cycle,  and 
the  nature  of  individual 
operations. 
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In  western  New  York, 
The  Daily  News,  in 
Batavia,  an  evening 
daily,  was  not  affected  at 
all.  But  Batavia’s  18-unit 
Goss  Urbanite  is  respon¬ 
sible  for  more  than  just 
the  13,945-circulation 
paper.  It  also  prints  on 
contract  approximately 
72,000  copies  of  USA 
Today.  And  when  the 
lights  went  out,  said 
Production  Manager 
Dale  Kurasiewicz,  “we 
were  in  the  process  of 
producing  a  special  sec¬ 
tion  for  USA  Today  that 
was  to  be  inserted  into 
the  paper  that  night.” 

A  backup  site, 
Tribune-Review  Pub¬ 
lishing  Co.’s  Warrendalc, 
Pa.,  plant,  wound  up 
printing  the  special  sec¬ 
tions.  “We  lost  revenue 
from  the  whole  insert 
run  that  we  didn’t  prinC 
Kurasiewicz  said.  With 
pressroom  and  mail- 
room  cre^vs  remaining 
at  the  plant  on  overtime, 
the  press  was  replated 
for  USA  Todays  main 
sections. 

To  the  west,  Detroit 
Newspapers  had  to  call 
on  The  Indianapolis 
Star  to  put  ink  on  paper 
for  its  Detroit  Free  Press. 
Cleveland  also  looked 
south  for  production, 
sending  editors  and  driv¬ 
ers  to  the/lAr/ion  Beacon 
Journal  to  print  and 
take  out  The  Plain  Deal¬ 
er.  Those  two  dailies, 
along  with  the  Vindica¬ 
tor,  in  Youngstown,  and 
The  Repasitory,  in  Can¬ 
ton,  have  a  longstanding 
agreement  to  lend  emer¬ 
gency  production  assis¬ 
tance  to  one  another. 

The  Plain  Dealer  had 
no  generator  to  run 
presses  at  its  suburban 
plant.  Akron’s  Knight 
Ridder  daily  had  a  gen¬ 
erator  but  never  needed 
it,  because  p)ower  wasn’t 
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The  PD  rolls  off  the  press  in  Akron:  the  Beacon- JoumaFs 
Jim  Crutchfield,  left,  Terry  Whitney  and  Debra  Adams. 


out  for  more  than  a  sec¬ 
ond  before  it  “came  right 
back  up,”  said  Marketing 
Communications  Direc¬ 
tor  John  S.  Murphy. 

Akron,  the  home  town 
of  FirstEnei^'  —  the  big 
utility  under  intense 
scrutiny  for  the  blackout 
and  much  other  recent 
bad  news  —  was  dark, 
with  the  pap)er  a  rare 
exception,  along  with 
some  municipal  build¬ 
ings  and  hospitals. 
FirstEnergy  spokesman 
Mark  Durbin  said  a 


a  third  run  on  a  press 
that  had  just  finished 
printing  the  main 
section  of  the  Beacon 
Journal,  according  to 
Printing  Manager  Vicki 
Kuhns.  With  both  titles 
running,  each  used  two 
distribution  docks. 

“We  basically  brought 


up  the  pap)ers  side  by 
side,”  said  Kuhns.  Before 
5:30  a.m.,  334,000 
copies  of  the  PUs  Friday 
edition  had  rolled  off  the 
presses,  with  four-color 
on  Page  One  and  in  a 
full-page  ad.  The  Beacon 
Journal  ordinarily  circu¬ 
lates  just  over  141,000  of 
its  own  weekday  copies. 

The  PD  had  done  its 
classified  dump  back  in 
Cleveland  before  the 
lights  went  out,  meaning 
it  h^ld  page  films  imaged 
for  offset  litho  —  the  re¬ 
verse  of  what  is  required 
by  plate-to-pap)er  flexo 
printing.  Kuhns  said  her 
p)ap)er  had  time  to  scan 
the  negatives  and  reverse 
the  page  images  before 
making  plates.  Readers 
received  their  first  flexo- 
printed,  virtually  rub- 
fi^  Plain  Dealers.  11 


Building  a  better 
loyalty  program 


spjecial  section  of  the 
px)wer  supply,  probably 
with  locally  generated 
electricity,  that  serves 
those  facilities  was  creat¬ 
ed  “a  number  of  years 
ago  in  the  event  of  some¬ 
thing  like  this  happjen- 
ing.”  Some  at  the  papier 
spjeculate  that  when 
John  S.  Knight  was  still 
running  the  papier  and 
building  his  namesake 
chain,  he  had  the  pull  to 
ensure  that  his  presses 
always  had  pxiwer. 

“We  printed  the  entire 
\_Plain  Dealer^  run  that 
night,"  said  Murphy, 
explaining  that  although 
American  Color  Graph¬ 
ics  in  Medina  was  meant 
to  handle  100,000 
copies,  the  PD  was  un¬ 
able  to  send  page  files 
there.  Akron  copied  by 
printing  the  100,000  as 


BY  LUCIA  MOSES 


Roughly  one-fifth  of  all  newspapers 
offer  subscriber  loyalty  programs  as  a  reten¬ 
tion  tool.  The  problem  is,  papiers  often  pay  a 
lot  for  reader  pierks  —  and  get  only  a  small  retention 
boost  in  return.  “Generally  they  have  been  expiensive 
for  newspapiers  to  maintain,”  said  John  Murray,  vice 
president  of  circulation  marketing  for  the  Newspiapier 
Association  of  America. 

Over  time,  newspapiers  have  built 
relationships  with  advertisers  to 
help  offset  the  cost.  The  Virgin¬ 
ian-Pilot  in  Norfolk,  Va.,  is  one 
of  the  better  examples. 

Its  6-month-old  Reader 
Rewards  program  will 
reap  a  30%-plus  ^ 
profit  margi" 
on  revenue 
of  $1 


The  Virginian-Pilot’s 
subscriber  loyalty 
program  pays  for  itself 


have  an  office  at 
Medill's  Washington, 
D.C.  camfMJs/bureau, 
where  it  will  utilize 
journalism  students, 
conduct  much  of  its 
planning  and  member 
business,  and  possi¬ 
bly  lead  to  MRE 
members  teaching 
courses.  “The  part¬ 
nership...  offers  an 
oppiortunity  to  im¬ 
prove  Medill’s  ability 
to  train  our  students,” 
said  Medill  Dean 
Loren  Ghiglione. 
Meanwhile,  an 
upgraded  MRE  Web 
site  (www.militaryre- 
porters.org)  will  be 
launched  before  the 
conference  and 
provide  new  features 
such  as  a  bulletin 
board  for  reporters 
and  editors  to  share 
questions  about 
military  practices 
or  background. 

—  JOE  STRUPP 

A  BEE  BUST,  III 
SACBAMENTfl 

The  Sacramento 
Bee  fired  a 
sports  reporter  after 
discovering  that  he 
covered  a  San  Fran¬ 
cisco  Giants  baseball 
game  by  watching  it 
on  television  and 
using  player  quotes 
from  other  media  out¬ 
lets  that  were  made 
on  previous  occa¬ 
sions,  the  paper  re¬ 
ported.  Jim  Van  Vilet 
lost  his  job  Aug.  19, 
according  to  a  Bee 
story  on  the  incident, 
after  editors  discov¬ 
ered  he  was  not  at 
the  Aug.  6  Giants 
game  that  he  wrote 
about  in  the  Aug.  7 
edition  of  the  paper. 
“The  story  violated 


www.editorandpublisher.com 


AUGUST  25,  2003  EDITOR  A  PUBLISHER  5 


E  &  P  NEWS 


basic  journalistic 
value  and  ethics  as 
practiced  by  the 
Bee,”  an  editor’s  note 
stated.  Van  Vilet 
could  not  be  reached 
for  comment. 

—  JOE  STRUPP 


GUILD  GETIING 
AHAWDEAL? 


Although  leaders 
of  the  Newspa¬ 
per  Guild  represent¬ 
ing  workers  at  the 
Saint  Paul  Pioneer 
Press  tentatively 
agreed  to  a  new  five- 
year  contract  last 
week,  local  Guild 
leaders  are  unhappy 
with  the  deal.  “It's 
nothing  to  celebrate 
and  I  don't  like  it,” 
said  Mike  Sweeney, 
executive  officer 
of  the  Minnesota 
Newspaper  Guild/ 
Typographical  Union 
Local  37002,  which 
represents  480 
Pioneer  Press  work¬ 
ers.  “But  it  is  the  best 
we  could  get  in  this 
economy.” 

The  new  deal, 
which  comes  after  15 
months  of  often- 
difficult  negotiating 
that  included  a  byline 
strike  and  recent 
weekly  picketing,  and 
runs  through  2007. 

It  includes  an  11% 
raise  spread  out  over 
the  length  of  the  con¬ 
tract,  with  increases 
in  employee  contribu¬ 
tions  to  health  cover¬ 
age  and  the  removal 
of  the  Guild's  sympa¬ 
thy  strike  protection. 

“The  tentative 
agreement  will  posi¬ 
tion  us  well  in  our 
competitive  market 
as  we  seek  to  better 
serve  our  readers  and 

Vi  r~\  L- 


million  in  2003,  said  Dale  Bowen,  market  develop 
ment  director  for  the  201,041-circulation  daily. 

Here’s  how:  The  Pilot  got  four  corporations  to 
pay  $200,000  apiece  to  cover  the  program’s 
promotional  expenses,  including  num¬ 
bered  key  cards  for  subscribers  and  wel¬ 
come  bags  filled  with  coupons,  offers,  and 
promotional  gifts  for  newcomers.  (Spon¬ 
sorships  from  smaller,  local  advertisers 
made  up  the  balance  of  the  $1  million.) 

In  exchange,  the  sponsors  get  plenty  of 
publicity,  ranging  from  their  company  logo 
printed  on  the  welcome  tote  bags  and  space  on  a  daily 
Reader  Rewards  page  in  the  paper  to  advertise  offers 
and  discounts  to  cardholders. 

The  Pilot  also  puts  on  events  designed  to  drive  cus¬ 
tomers  to  its  sponsors.  In  one  case,  the  paper  invited 
cardholders  to  a  movie  premiere  and  gave  a  realtor 
the  exclusive  sponsorship  of  the  premiere.  For  that,  in 
addition  to  daily  Reader  Rewards  page  exjjosure,  the 


realtor  agreed  to  up  its  newspaper  ad  budget  by  20%. 

In  the  case  of  the  largest  sponsors,  Bowen  said, 
“we  probably  give  them  a  program  worth  a  million 
dollars.” 

The  revenue  payoff  is  easier  to  track  than 
the  circulation  benefits.  The  paper  is  sur¬ 
veying  subscribers  about  their  awareness 
of  the  program,  but  won’t  set  retention 
goals  until  it  is  at  least  a  year  old,  said 
Amy  Bull,  subscriber  acquisition  manager. 
But  she  and  Bowen  sees  its  potential  to 
entice  infrequent  readers  and  reward  frequent 
ones.  “It  is  a  readership  and  a  circulation  tool,  because 
you  don’t  get  Reader  Rewards  unless  you  subscribe  to 
the  paper,”  Bowen  said. 

Next  year,  the  paper  plans  to  e.xtend  the  program  to 
in-column  classified  ads.  An  advertiser  who  offers 
something  extra  to  cardholders  can 
add  the  Reader  Rewards  logo  to  their 
ad,  which  will  make  it  stand  out.  11 


Not  your  ordinary  ad  slogans 


BY  LUCIA  MOSES 


N  A  MOVE  MORE 


I  common  among 
consumer-pack- 
aged  goods  makers  than 
newspajjers.  The  Orange 
County  Register  is  at¬ 
tempting  to  sell  readers 
on  the  experience  of 
using  its  product. 

In  its  “Take  Back  the 
Morning”  branding 
campaign,  set  to  break 
Sept.  1,  the  Santa  Ana, 
Calif -based  Register  will 
pitch  not  content  or 
price  but  the  rewards  of 
reading  the  newspaper 
in  an  attempt  to  connect 
with  25-  to  35-year-olds, 
more  than  one-third  of 
the  paper’s  home  county 
population. 

Upcoming  TV  ads  fea¬ 
ture  young  adults  enjoy¬ 
ing  the  paper  in  hectic 
morning  settings,  recog¬ 
nizing  that  age  group  of¬ 
ten  is  undergoing  major 
life  changes  and  facing 
high  pressure.  Comple¬ 
mentary  ads  will  run  in 
the  paper  itself  and  on 


buses,  in  malls,  and 
other  outdoor  locations. 

“We’re  not  selling  fea¬ 
tures,  we’re  selling  bene¬ 
fits  and  empowerment,” 
said  David  Stark,  senior 
vice  president  of  market¬ 
ing  for  Freedom  Orange 
County  Information, 
publisher  of  the  Register. 

Santa  Ana-based 
DGWB  Advertising 
and  Communications, 
agency  of  record  for 
Freedom  Orange  Count}' 
Information,  created  the 
campaign.  New  York- 
based  Notorious  Pic¬ 
tures  Inc.,  known  for  its 
work  on  music  videos, 
shot  the  commercials. 
Stark  wouldn’t  give  the 
campaign’s  cost. 

“At  a  time  when 
people  are  going  back  to 
things  like  meditation,  I 
like  the  idea  because  it 
seems  like  it  makes  the 
time  [with  the  newspa¬ 
per]  very  personal,”  said 
Mike  Hughes,  who  has 
not  seen  the  ads.  Hughes 
i  is  president  and  creative 


director  of  The  • 
Martin  Agenc}’  1 
in  Richmond, 

Va.,  which  creat¬ 
ed  a  campaign  for 
the  Newspaper 
Association  of 
America  in  2002  that 
extolled  the  virtues  of 


newspapers. 

Jamie  Tlimer,  founder 
and  CEO  of  branding 
consultancy  The  Turner 
Partnership  in  Atlanta, 
said  the 

Register's  approach 
recognizes  that  “Almost 
80%  of  products  are 
bought  on  an  emotional 
level  and  justified  on  a 
logical  level.” 

Thmer,  who  has  done 
work  for  such  clients  as 
CNN  and  Nextel,  also 
applauded  the  effort  to 
target  by  life  stage,  as 
fast-food  marketers 
often  do.  “What  you’re 
doing  is  reaching  out  as 
a  newspap)er  and  saying. 
We  get  you,  we  under¬ 
stand  you.’”  The  chal¬ 
lenge  is  to  keep  the 
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values  consistent  across 
messages  targeting 
different  age  groups, 
he  said. 

The  campaign  is  Part 
1  of  what  Stark  says  will 
be  an  ongoing  brand 
strategy  to  target  pieople 
by  life  stage.  “We  believe 
newspapiers  are  con¬ 
sumer  products,  and 
consumer  products  need 
marketing  suppxirt,” 
he  said. 

Newspapxjr  branding 
efforts  rarely  are  consis¬ 
tent,  and  have  become 
even  more  rare  during 
this  ad  downturn,  which 
makes  the  Register's 
campaign  unusual,  said 
Earl  J.  Wilkinson,  execu¬ 
tive  director  of  the  Inter¬ 
national  Newspapier 
Marketing  Association. 
“The  question  is.  Can 
they  sustain  it?”  11 
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A  U.S.  tank  near  Baghdad,  from  footage 
by  Mazen  Dana  (below)  on  day  he  died 


advertisers,”  Publish¬ 
er  Harold  Higgins 
said  in  a  statement. 

The  full  Guild  mem¬ 
bership  must  still  ap¬ 
prove  the  package, 
which  is  expected  to 
be  voted  on  in  the 
next  week. 

—  JOE  STRUPP 


Shiite  Muslim  party. 
Paris-based  Reporters 
Without  Borders  said  the 
incidents  were  part  of 
what  it  called  “the  wors¬ 
ening  attitude  of  Ameri- 
towards 


J-groups  condemn  Pentagon  report, 
warn  that  war  reporters  not  safe 


Last  week’s 
announced 
preliminary  IPO  price 
range  by  employee- 
owned  Journal 
Communications  Inc., 
at  $13.50  to  $15.50, 
disappointed  share¬ 
holders,  or  unithold¬ 
ers,  who  thought 
their  shares  were 
worth  more.  But 
one  company  watcher 
said  the  range 
reflects  underwriters' 
typical  conserva- 
tivism  before  the  road 
show  for  investors. 

“They  don't  want 
to  be  embarrassed,” 
said  Michael  Steppe, 
chief  investment 
officer  at  Brookfield 
Investment  Partners 
in  Brookfield,  Wis., 
and  a  company 
admirer.  “Recently 
a  fair  number  of 
companies  have 
popped  on  the 
opening.  I  think 
there’s  going  to  be 
a  tot  of  interest  in 
Journal  stock.” 

Under  a  plan  that 
must  be  approved  by 
unitholders  by  Sept. 

2,  the  parent  of  the 
Milwaukee  Journal- 
Sentinel  would  sell 
as  much  as  $250 
million  in  stock  to 
raise  money  for 
expansion. 

—  LUCIA  MOSES 


BY  MARK  FITZGERALD 

CHICAGO 

Like  the  belief  that  the  Iraq  war  was 
finished  when  statues  of  Saddam  fell  in  Bagh¬ 
dad,  the  notion  that  embedding  American 
journalists  with  U.S.  forces  would  transform  relations 
between  the  military  and  the  media  is  foundering  in 
the  tense  and  often  violent  reality  of  the  occupation. 

Two  recent  incidents  symbolize  the  mutual  suspi¬ 
cion  that  increasingly  is  replacing  empathy:  the 
Aug.  17  death  of  Mazen  Dana  of 
Reuters,  who  was  fatally  shot  by 
U.S.  soldiers  who  apparently  mis- 
took  his  canvas-wrapped  video 
camera  for  a  grenade  launcher;  and  ^ 

the  announcement  by  U.S.  Central 
Command  (Centcom)  that  its  V 
investigation  had  concluded  that 
the  April  8  tank  attack  on  the  Pales-  6-  *  / 

tine  Hotel  in  Baghdad  was  “a  at 


can  troops 
journalists  in  Iraq.”  * 

“We’ve  documented  a  pattern  of  incidents  in  which 
journalists  have  been  detained  or  roughed  up,”  said 
Joel  Campagna,  Mideast  program  coordinator  for  the 
Committee  to  Protect  Journalists  (CPJ). 

However,  the  groups  stop  short  of  accusing  the  mil¬ 
itary  of  targeting  journalists,  and  they  emphasize  they 
understand  the  tensions  troops  face  on  the  ground. 

Said  Sarah  DeJong,  IFJ’s  human 
4  rights  and  safety  officer:  “A  lot  of 
the  soldiers  there  are  quite  young 
and  quite  terrified.  It’s  normal  for 
them  to  treat  just  about  everybody 
with  a  great  deal  of  suspicion.”  The 
problem,  she  added,  is  that  the 
i  rnilitarv’  does  not  seem  to  be  leam- 

ing  anything  from  these  incidents, 
and,  as  with  the  Palestine  Hotel  re- 
port,  appears  to  be  justifying  them, 
i  Said  CPJ’s  Campagna:  “Clearly, 

I  ,  Iraq  is  the  most  dangerous  place  in 

the  world  to  work  as  a  journalist.” 
One  constant  worry  is  the  organ- 
ized  groups  of  bandits  and  thieves, 
who  are  not  necessarily  targeting 
^  journalists  but  who  operate  along 

routes  reporters  must  often  use. 

Campagna  wrote  CPJ’s  inde¬ 
pendent  report  on  the  Palestine 
Hotel  shelling,  which  concluded  that  attack  was  not 
deliberate,  but  was  avoidable  —  especially  because 
commanders  on  the  ground  were  aware  it  housed 
many  journalists,  but  failed  to  tell  the  attackers.  The 
Centcom  summary  of  the  report  said  troops  “observed 
what  they  believed  to  be  a  enemy  hunter/killer  team 
on  the  balcony  of  a  room.”  CPJ  is  asking  the  Pentagon 
to  declas.sify  the  report,  and  in  May  filed  Freedom  of 
Information  Act  requests  for  information  about  the 
attacks.  A  Pentagon  spokesman  did  not  return  a 
phone  message  from  E^P  seeking  comment.  11 


Dana’s  son  Motaz,  at  his  father’s 
funeral  in  Hebron  (West  Bank). 
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PENNSYLVANIA 

James  E.  Dible 

James  E.  Dible  has  been  named  CEO, 
President  and  Publisher  of  the  Times 
Publishing  Company,  Inc.,  Erie,  Pa., 
including  the  Erie  Times-News.  Dible, 
60,  has  held  the  position  of  vice-presi¬ 
dent/general  manager  since  1996  and 
is  past  president  of  the  Pennsylvania 
Newspaper  Association  and  the  PNA 
Foundation.  His  three  decades  in  the  newspaper  industry 
include  a  major  role  in 'developing  CyberInk,  the  Times-News' 
Internet  company,  and  its  GoErie.com  Web  site.  Dible  succeeds 
Michael  Mead,  CEO,  president  and  publisher  since  1996. 


CALIFORNIA 
Joseph  A.  Calderon  has  been  named  editor 
of  the  Appeal-Democrat  in  Marysville, 
Calif.  Previously,  he  served  as  metro 
editor  of  the  San  Bernardino  County  Sun. 

Matt  Wilson  to  publisher  of  the  Novato 
Advance,  a  community  weekly  in  Marin 
County.  Wilson  is  the  former  managing 
editor  of  the  San  Francisco  Chronicle. 

MICHIGAN 

Jeri  Norris  to  director  of  advertising  for 
The  Lansing  State  Journal.  Previously, 

TEXAS 

John  G. 
Walsh 

to  senior  vice 
president/circu¬ 
lation  at  The 
Dallas  Morning  News.  He  will 
oversee  all  circulation  activities. 


Norris  was  employed  as  the  retail  adver¬ 
tising  director  for  The  Gazette  in  Colorado 
Springs,  Colo. 

MINNESOTA 
Chuck  Brown  to  controller  at  the  Star 
Tribune  in  Minneapolis;  he  is  the  former 
director  of  accounting  services.  Dave  Hindi 
is  the  new  director  of  planning  and  analy¬ 
sis  for  the  sales  &  marketing  finance  de¬ 
partment,  from  finance  director.  Colleen  B. 
Eddy,  to  vice  president  of  classified  adver¬ 
tising.  Previously,  she  was  the  classified 
advertising  director  for  the  Rochester 
(N.Y.)  Democrat  and  Chronicle. 

M  O  N  r  A  N  A 

Elaine  Kulhanek  to  executive  editor  of 
the  Great  Falls  Tribune,  from  managing 
editor  of  the  Argrw  Leader  in  Sioux  Falls, 
S.D.  She  replaces  Jim  Strauss,  who  was 
promoted  to  president  and  publisher. 

OREGON 

Vicki  Reynolds  to  managing  editor  of  the 
Lake  County  Examiner  in  Lakeview.  She 
is  the  former  features  editor  for  the  Curry 
Coastal  Pilot  in  Brookings,  Ore. 


♦  ♦ 

PENNSYLVANIA 

Cate  Barron 

to  managing  edi¬ 
tor  for  content 
of  The  Patriot- 
News  of  Harris¬ 
burg,  from  features  editor.  Also, 
Robert  Vucic,  to  managing 
editor  for  presentation,  from 
executive  news  editor. 


PENNSYLVANIA 
Robert  E  Nay  to  advertising  director  of  the 
Centre  Daily  Times  in  State  College,  Pa. 
Nay  has  been  regional  advertising  manag¬ 
er  and  direct  marketing  manager  for  The 
Charlotte  (N.C.)  Observer  since  2000. 

SOUTH  CAROLINA 
Tonya  Kennedy  to  managing  editor  of 
The  State  in  Columbia.  Most  recently, 
she  was  deputy  managing  editor  of  The 
Virginian-Pilot,  in  Norfolk.  Janet  Hill  is 
the  State’s  new  retail  advertising  manager. 
Previously,  Hill  was  vice  president/ 
advertising  director  at  The  Tribune  of  San 
Luis  Obispo,  Calif.  Ron  Stokes  has  joined 
the  newspaper  as  classified  and  online 
advertising  manager.  He  most  recently 
was  assistant  classified  manager  for  The 
Tennessean  of  Nashville. 

TEX  A  S 

Ralph  Routon  has  been  named  executive 
editor  of  the  Amarillo  Globe-News.  He  is 
the  former  editor  of  the  Northwest  Flori¬ 
da  Daily  News  in  Fort  Wedton  Beach. 

Brett  Thacker  to  managing  editor  of  the 
San  Antonio  Expre,ss-News,  promoted 
from  deputy  managing  editor.  Thacker 
succeeds  Carolina  Garcia,  who  joined  The 
Monterey  County  Herald  in  California  as 
executive  editor. 

V  E  R  M  O  N  I 

Andrew  Nemethy,  to  deputy  editor  of  The 
Times  Argus  in  Barre-Montpelier. 
Nernethy  served  as  the  papers  news 
editor  from  1985  to  1987-  He  joined  the 
Times  Argus  in  1974. 

VI RGINIA 

Steven  Kaylor,  to  editor  of  the  Bristol 
Herald  Courier.  Kaylor,  a  longtime  senior 
editor  at  The  Tampa  (Fla.)  Tribune,  held 
a  number  of  positions  at  that  newspaper. 
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Richard  Jewell’s  suit  lingers  like  a  bad  re-run,  but  it’s  been 
a  good  season  for  open  courts  and  records 


Like  Hollywood’s  tired 

resurrection  of  the  oft-killed 
1980s  horror  icons  Freddy 
Krueger  and  Jason,  Richard 
Jewell’s  libel  lawsuit  against  The  Atlanta 
Journal-Constitution  is  trying  to  lurch 
back  to  life  this  summer. 

Jewell  is  the  former  security  guard  who 
saved  many  lives  during  the  1996  Summer 
Games  in  Atlanta  by  trying  to  clear 
Centennial  Olympic  Park  when  a  disguised 
bomb  he  discovered  exploded,  killing  one 
person  and  injuring  110.  The  FBI,  watch¬ 
ing  Jewell’s  obvious  pleas¬ 
ure  in  the  media  limelight, 
quickly  concluded  that  he 
must  have  set  the  bomb 
himself  The  suspicion 
leaked  to  the  Journal- 
Constitution,  which  pub¬ 
lished  an  accurate  story  and 
ignited  a  predictable  frenzy 
of  pack  Journalism. 

Jewell  endured  a  taste  of 
media  hell  for  some  weeks  as  camera 
trucks  planted  themselves  outside  the 
apartment  he  shared  with  his  mom.  But 
media  attention  also  eviscerated  the  FBI 
case,  and  Jewell  was  exonerated  with 
considerable  hoopla.  He  and  attorney  L. 
Lin  Wood  Jr.  then  turned  to  shaking  down 
the  news  media  with  libel  suits.  It  worked 
wonderfully  at  first:  NBC  reportedly  settled 
for  $500,000,  and  CNN  shelled  out  an 
undisclosed  amount. 

But  the  Journal-Constitution  refused  to 
lie  down,  and  the  truth  of  its  reporting  has 
proved  an  unshakable  defense  in  court. 

In  2001,  a  Georgia  appeals  court  delivered 
a  mortal  blow  to  the  case  —  noting,  among 
other  things,  that  Jewell  himself  had 


acknowledged  the  truth  of  many  state¬ 
ments  his  suit  claims  are  “defamatoiy.” 

Wood  is  now  asking  Fulton  State  Court 
Judge  John  R.  Mather  to  order  the 
Journal-Constitution  to  reveal  the  names 
of  its  sources.  The  appeals  court  has 
already  rejected  a  nearly  identical  request. 
Judge  Mather  would  do  better  to  order 
Jewell,  who  just  turned  40,  to  get  a  life. 

PERSISTENCE  PAYS:  On  Aug.  15, 
the  city  of  Garland,  Texas,  finally  agreed 
to  reimburse  The  Dallas  Morning  News 
for  $99,000  in  legal  fees  incurred  during 
an  epic  10-year  struggle 
to  force  officials  to  release 
some  public  records.  City 
fathers  still  don’t  get  it, 
though.  The  Associated 
Press  quoted  City  Attorney 
Charles  M.  Hinton  Jr.  as 
saying  officials  made  a 
“business  decision”  to  save 
the  expense  of  yet  another 
trial.  Smarten  up,  coun¬ 
selor:  Garland  isn’t  a  private  corporation; 
it’s  a  democracy  that  cannot  hide  its 
operations  from  the  people. 

HIT  THE  SEALING:  The  Reporters 
Committee  for  Freedom  of  the  Press  called 
attention  to  a  little-noticed  June  29 
California  appeals  court  decision  with  big 
implications  for  access  to  court  documents. 
Ruling  in  a  case  involving  Universal  City 
Studios,  the  court  declared  that  dcKuments 
in  civil  litigations  cannot  be  sealed  merely 
because  the  parties  involved  would  like 
to  keep  them  secret.  The  decision  is  a 
welcome  rejection  of  the  idea,  so  popular 
among  lawyers,  that  the  public  somehow 
can  be  e.xcluded  when  litigants  choose  to 
take  their  private  disputes  into  open  court 


Despite  the 
dusty  Jewell 
case  in  Atlanta 
this  is  still  the 
summer  of 
sunshine. 
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Feature  sections  may  drive  circulation  on  Sunday,  but 
what  happens  when  revenue  does  not  match  readership? 

Sunday  Magazine 


The  SUNDAY  PAPER,  LONG  THE  MOST 
profitable  part  of  the  newspaper 
business,  is  starting  to  suffer  from 
cash-cow  disease.  As  chronicled  by 
Lucia  Moses  in  our  Aug.  11  issue, 
circulation  has  been  flagging  faster  on  Sunday  than 
on  weekdays  for  several  years.  Demographic  and 
lifestyle  changes  bode  ill  for  Sunday  reading.  In 
response,  editors  are  shaking  up  content,  attempt¬ 
ing  to  find  the  right  mix  for  the  modem,  time- 
challenged  reader  —  eliminating  some  features, 
and  tweaking  or  dramatically  revising  others.  “We 
want  to  engage  people  who  might  migrate  to  anoth¬ 
er  medium,”  says  John  Yemma,  deputy  managing 
editor/Sunday  for  The  Boston  Globe.  Here’s  a 
report  on  changes  in  several  important  components 
of  the  Sunday  paper,  from  the  TV  book  to  travel. 


BYJOESTRUPP 

IF  YOU  SIMPLY  LOOK  AT  NUMBERS,  THE  FUTURE 

of  Sunday  newspaper  magazines  is  dark.  Since 
1981,  when  50  newspapers  had  their  own 
weekend  magazines,  the  count  has  dropped  dramatical- 
ly,  according  to  the  Sunday  Magazine  Editors  Association, 
which  kept  tabs  —  until  its  own  demise  two  years  ago.  The  number 
dwindled  to  28  in  1999,  and  to  fewer  than  20  today.  Some  of  the 
holdouts  have  shrunk  or  switched  to  newsprint  or  broadsheet  to  save 
money.  “It  wasn’t  doing  well,”  explains  Jim  Crutchfield,  publisher  of 


(Ikictit 


San  Francisco,  Boston,  and  Chicago  are  among  the  Sunday  magazine  few. 


10  EDITOR& PUBLISHER  AUGUST  25,  2003 


www.editorandpublisher.com 


((({• 


“To  be  successful,  you  have  to  have 
the  commitment  of  the  publisher  and 
the  advertising  department,”  saj's  Ellen 
Burbach,  editor  of  The  Plain  Dealer 
Sunday  Magazine,  which  received  its  own 
advertising  salesperson  for  the  first  time 
several  years  ago  and  has  seen  ad  revenue 
increase  in  the  past  year.  “You  have  to 
understand  that  you  sell  retention  value  — 
it  is  a  long-range  approach.” 

The  magazine  concentrates 
on  selling  the  product’s  unique 
readership  to  would-be  adver¬ 
tisers.  Not  only  does  it  draw 
more  high-end  readers,  but  it 
also  has  a  higher  pass-along 
value  than  the  main  paper. 

Burbach,  who  took  over  the 
editorship  five  years  ago, 
promotes  many  themed 
editions.  “We  also  make  sure  that  99 
percent  of  our  stories  are  about  Northwest 
Ohio,”  she  said.  To  cut  costs,  the  magazine 
switched  from  glossy  to  newsprint  three 
years  ago. 

When  the  San  Francisco  Chronicle 
magazine  cut  to  bi-weekly  publication  in 
2002,  readers  revolted.  “We  were  getting 
completely  hammered,”  Editor  Phil 
Bronstein  says  about  costs,  declining  to 
reveal  how  much  was  being  lost  on  the 
magazine.  “But  then  we  decided  we  ought 
to  either  kill  it,  or  bring  it  back  every  week.” 

Editors  vowed  to  give  readers  more 
compelling  articles.  “We  wanted  more 
serious  content,  not  just  something  to  flip 
through,”  declares  Alison  Biggar,  the 
magazine’s  editor.  “We  also  created  very 
local  departments  and  brought  in  writer 
essays.”  The  Sunday  food  reviews  were 
moved  from  the  “Datebook”  listings  section 
to  the  magazine.  Bronstein  says  the  product 
was  made  a  new  priority  for  the  Chronicle’s 


ad  sales  team,  which  dedicated  one  person 
to  sell  solely  for  the  Sunday  publication.  “It 
still  loses  money  during  the  course  of  the 
year,”  he  admits.  “But  it  breaks  even  more 
often,  and  even  makes  a  buck  or  two  some 
weeks.” 

Changes  are  also  afoot  at  The  Boston 
Globe  Magazine,  which  is  undergoing  a 
redesign.  Although  the  publication  makes 
about  $1.5  million  in  profit  on 
$11  million  in  annual  revenue, 
according  to  editor  Nick  King, 
it  must  improve  to  maintain 
its  place.  King  credits  the 
magazine’s  10  special  theme 
issues  each  year  with  pumping 
revenue,  “but  we  still  have  a 
slow  and  steady  decline  in 
advertising.” 

The  editor  blames  some  of 
the  advertising  fallout  for  most  Sunday 
magazines  on  the  changing  face  of  the 
newspaper  around  them.  “It  used  to  be  that 
Sunday  magazines  were  the  only  color  in 
the  paper,  the  only  place  where  you  could 
write  long,  and  the  only  insert,”  he  observes. 
“Now  that  has  changed.” 

One  of  the  more  remarkable  stories 
involves  the  Rutland  (Vt.)  Herald,  which 
appears  to  be  the  smallest  daily  paper 
(circulation  22,096)  with  its  own  Sunday 
magazine.  Along  with  its  sister  daily. 

The  Times-Argus  in  Montpelier,  Vt.,  the 
Herald  keeps  the  money-losing  Vermont 
Sunday  Magazine  around,  at  16  to  20 
pages  each  week. 

“Our  surveys  have  indicated  it  is  a 
popular  section,”  says  Dirk  Van  Susteren, 
who  has  run  the  newsprint  magazine  for 
three  years.  “People  like  the  style  of  writing, 
the  bigger  pieces....  You  can’t  look  at  it  from 
a  profit  point  of  view,”  he  adds.  “Does  page 
A-1  make  a  profit?”  [■ 
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The  Hope  of  a  Nation 


Cleveland’s  new  “deal’ 


(AP  Photo' Appalachian  News-Express.  Dena  Potter) 


The  fighting  has  been  over  for 
decades  but  when  descendants  of  the 
McCoys  of  Kentucky  and  Hatfields  of 
West  Virginia  gathered  in  Kentucky  to 
sign  a  truce,  it  marked  the  symbolic  end 
of  Appalachia’s  most  infamous  family 
feud.  Reo  Hatfield,  left,  signed  the 
first  copy  of  the  truce  as  Bo  McCoy, 
center,  and  Ron  McCoy  looked  on.  The 
Appalachian  News-Express  offered  the 
story  and  a  photo  of  the  historic  signing 
to  the  AP. 


“We  rely  on  the  AP  for  many 
things  -  sharing  this  story  was 
natural,”  says  Editor  Dena 
Potter.  “The  Hatfield  McCoy  feud 
is  legendary.  We  knew  that  AP 
could  deliver  the  final  chapter  of 
this  historic  saga  to  newspapers 
across  the  country  -  and  they 
could  do  it  in  real-time.” 


Book  Review 
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New  York  Times 
section.  “Most  i 
cannot,  because  ' 
it  is  hard  to  get 
national  book  ads. 

That  has  not  stopped  those  sLx  from 
keeping  these  book  sections  going,  with 
some  cutbacks  (even  at  the  Times).  In  each 
case,  editors  admit  their  existence  is  based 
on  both  loyal  readers  and  business-side 
executives  who  understand  the  need  for  a 
separate  book  report.  “Book  reviews  gamer 
only  about  30%  of  the  readership,  which  is 
low  compared  to  the  A-section  or  style 
section,”  says  {continued  on  page  21} 


BY  JOE  STRUPP 

IF  THE  NUMBER  OF  SUNDAY  MAGAZINES 

seems  low,  stand-alone  Sunday  book 
sections  have  become  a  profound 
rarity.  According  to  our  count,  only  six 
newspapers  —  The  New  York  Times,  Los 
Angeles  Times,  Chicago  Tribune,  The 
Washington  Post,  San  Francisco  Chronicle, 
and  The  San  Diego  Union-Tribune  —  have 
true  book  review  sections.  In  each  case, 
except  for  The  New  York  Times  Book 
Review,  profits  are  non-existent. 

“One  of  the  problems  of  stand-alones  is 
that  they  are  not  carrying  their  own 
weight,”  says  Chip  McGrath,  editor  of  the 


Timely  sharing  is  made  possible 
by  tbe  unique  cooperative  structure  of 
The  Associated  Press.  Sharing  news  and 
photos  works  for  everyone.  Pass  it  on. 
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www.PublishingOpportunity.com 

for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 

NEWSPAPER  APPRAISERS 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEnT  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 

NEWSPAPER  BROKERS 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 

(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  tmr  references 
(214)  265-93W) 
Rickenbachcr  [Vledia 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/IMidwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 
Bill  Eubank,  Southwest/South 
(832)  594-8263 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers" 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle.  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 

NEWSPAPER  APPRAISERS 


EQUIPMENT  FOR  SALE 

FOR  SALE:  Crosfield  K664  Writers  w/ 
CDI  Logic.  K&F  AOP  Punch  Systems.  Working 
condtition.  For  more  information  contact 
Linda  Maass  415/777-6580  or  email 
lmaass@sfchronicle.com 


WEB  PRESS  PRICED  to  sell:  Web  Leader 
Nine  floor  units  plus  one  2-high  stack  and 
two  folders  set  up  in  a  twin  line 
configuration.  Most  of  press  is  1983 
vintage  One  unit  installed  as  a  rebuilt  in  July 
2002.  Digital  pictures  &  video  of  the  press 
running  are  available.  $30,000  Firm.  Contact 
John  (573)  335^61  lex  198 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/(3uipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


PRESSES 


PRESSES 

•  Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2”,  21’ 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(800)  255-6746  or  (913)  492-9050 
www.inlandnews.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  950-8475*www.metro-news.com 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Crihh 

Tom  Karavakis  •  Oarv  Cireene 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulabon 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

NEWSPAPER  SUBSCRIPTION  SALES 

Starts  'Upgrades* Stop-Savers  Verification 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulabon.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

ILLUSTRATION/GRAPHIC 

‘Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
www.dailynewsgraphics.com/ep 
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_ PRESSES _ 

DONT  SELL  YOUR  PRESS 
UnbI  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

■M/orldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  648-2856 

NEWSPAPER  APPRAISERS 


CRIBB 

&  ASSOCIATES 

Publication  Brokeraga  A  Appralaai 


www.edltorandpubllsher.com 


Phxjne:  1-8S8-825-9149  -  (LiniFIED  ADVERTISINII  ~  Fax :  (646)  654-5312  I 

MGOLDEN(«)EI)ITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM  H 


-HELP  WANTED- 


---tWD&^RYSERVI^ 


PR  RSSROOM  SERVICES 


PRESS  AND  MAILROOM  INSTALLATIONS 

American  Mechanical  Services 
Pete  Harteveld  (201)  838-7732 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  (Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ADMINISTRATIVE 


BIG  SKY  OPPORTUNITY 

Yellowstone  Newspapers,  Montana’s 
largest  family-owned  community  newspaper 
group,  IS  renewing  its  search  for  applicants 
for  a  company-wide  position  to  direct  the 
sales  and  marketing  efforts  of  the  group 
and  train  for  further  general  management. 
Candidates  should  have  sales  and, 
hopefully,  some  general  newspaper  man¬ 
agement  background.  Human  Resources,  fi¬ 
nance,  web  printing  and  corporate  or  group 
experience  helpful.  Position  reports  to  pres¬ 
ident/owner  of  the  company,  and  is  based 
m  scenic  Livingston,  MT  area,  50  miles 
north  of  Yellowstone  Park  -  in  the  heart  of 
northern  Rockies  flyfishing,  hunting,  skiing 
country.  Compensation  and  benefits  com¬ 
petitive.  Send  resume  and  salary  require¬ 
ments  to  John  Sullivan,  President,  Yellow¬ 
stone  Newspapers,  P.O.  Box  2000,  Living¬ 
ston,  MT  59047  or  E-mail  to: 

execoffice@livent.net 


DIRECTOR  OF  STRATEGIC  DEVELOPMENT 
News  education  organization  in  Washington 
seeks  high-energy  individual  to  manage  pro¬ 
gram-oriented  fundraising,  endowment  cam¬ 
paign,  and  help  strategize  the  well-regarded 
non-profit’s  4th  decade.  The  successful  can¬ 
didate  will  have  newsroom  experience,  as 
well  as  experience  in  marketing  and  new 
product  development.  Fundraising  experi¬ 
enced  a  plus.  Only  self-starters  able  to  write 
reports  and  grant  proposals,  including  gen¬ 
eral  correspondence,  need  inquire  Limited 
staff  assistance  now.  Excellent  benefits, 
non-smoking  environment,  EOE.  E-mail  only 
to  stratdev@eurekamail.net. 


PUBLISHER 

Media  General,  Inc.  seeks  a  publisher  for 
the  News-Herald,  a  12,000  circulation  daily 
newspaper  in  Morganton,  NC.  Management 
experience  of  5  or  more  years,  preferably 
as  publisher  of  a  small  daily  or  large  weekly 
is  required.  See  www.mediageneral.com  for 
more  details  about  this  position.  Qualified 
candidates  should  send  their  resume,  cover 
letter,  salary  requirements  and  community 
involvement  history  to  David  King  at: 
dking@hickoryrecord.com 
P.  0.  Box  968,  Hickory,  NC  28603 


ADMINISTRATIVE 


GENERAL  MANAGER 

Enjoy  working  and  residing  in  a 
get-away-from-it-all  environment?  We  have 
an  exciting  and  challenging  opportunity  for 
you.  We’re  searching  for  a  unique  person  to 
assist  in  publishing  a  10,000  circulation 
paid  six-day  daily  located  in  the  beautiful 
Mohave  Desert  on  the  banks  of  the 
Colorado  River.  Responsibilities  also  include 
two  weeklies,  a  shopper  and  specialty  pub¬ 
lications. 

If  you  have  solid  sales,  marketing,  leadership 
and  people  skills  and  truly  enjoy  coaching, 
contact  us.  We’re  a  division  of  Brehm 
Communications. 

BrehmCommunications.com 
Compensation  range  $65K  to  $70K,  compa¬ 
ny  car,  profit  sharing  and  benefits  program. 
Send  resume,  pay  history  and  references 
to:  Chuck  Rathbun,  News  West  Publishing, 
P.O.  Box  21209,  Bullhead  City,  AZ 
86439-1209. 


PUBLISHER 

Newspaper  under  15,000  circulation 
looking  for  Publisher,  Based  in  the  midwest, 
this  position  requires  extensive  advertising 
management  background.  Great 
opportunity  for  an  Ad  Manager  ready  to  run 
their  own  newspaper.  Requires  excellent 
communication  and  managerial  skills. 
Please  send  resume,  along  with  salary  re¬ 
quirements,  in  confidence  to: 

Box  3447,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


ADVERTISING 


AD  DIRECTOR’S  PARADISE 
A  multimillion-dollar  Caribbean  publishing 
company  with  a  20-person  multimedia  ad 
sales  department  seeks  an  Advertising  Di¬ 
rector.  This  position  develops  and  manages 
print,  internet,  TV  and  radio  ad  sales;  devel¬ 
ops  advertorial  products;  trains,  motivates 
and  manages  sales  staff;  cultivates  strong 
customer  service;  and  works  with  Circulation 
to  market  the  company’s  products, 
which  include  a  prestigious  daily 
newspaper.  The  right  person  for  this  job  will 
thrive  on  living  amid  tropical  beauty  but  also 
will  happily  work  60  hours  or  more  a  week 
for  high-volume  sales.  The  right  person  has 
a  track  record  of  success,  particularly  in 
challenging  situations,  and  has  a  realistic 
concept  of  both  the  joys  and  the 
frustrations  of  doing  business  in  and  living 
in  the  Caribbean.  We  offer  generous  base 
pay  plus  commissions  and  bonuses,  excellent 
benefits,  and  the  beaches  are  free. 

E-mail  cover  letter,  resume  and  reference 
contacts  with  Box  #  3462  in  subject  line  to: 
hpreuss@editorandpublisher.com 


ADVERTISING  DIRECTOR 
Established  business-to-business  publication 
with  high-end  readership  seeks  experienced 
candidate  for  challenging  position.  Respon¬ 
sibilities  to  include  managing  display,  classi¬ 
fied  and  other  advertising  operations.  This 
prestigious  position  requires  excellent  people 
skills,  relevant  advertising  experience 
as  well  as  management  experience.  Com¬ 
petitive  compensation  package.  E-mail  re¬ 
sume  to:  mhuddleston@bellon.com. 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  News-Examiner  of  Connersville,  Indiana, 
(just  an  hour  from  Indianapolis,  Cincinnati 
and  Dayton)  seeks  a  sales-driven 
advertising  professional  for  our  7,800  circu¬ 
lation  Monday  through  Saturday  newspaper 
and  other  niche  publications.  Demonstrated 
history  of  meeting  budgeted  revenues,  lead¬ 
ership,  upselling,  secondary  market  presen¬ 
tations  and  national  account  acquisition  is 
essential.  We  offer  an  attractive  salary  and 
monthly  no-cap  performance  incentive  along 
with  some  of  the  best  benefits  in  the  industry. 
Five  years  or  more  of  advertising  sales 
experience  required.  Send  cover  letter  and 
resume  to: 

Patrick  Kellar,  Publisher,  News-Examiner 
P.O.  Box  287,  Connersville,  IN  47331 
pkellar@newsexaminer.com 
EOE 


ADVERTISING  DIRECTOR:  Seeking  energetic 
professional  with  proven  track  record  to 
lead  retail  and  transient  classified  staffs. 
We  offer  excellent  compensation  program, 
positive  work  environment  and  growing 
market.  Ellensburg  is  home  to  a  four-year 
university  and  located  in  one  of  the  North¬ 
west’s  prime  recreation  areas.  Send  resume, 
references  and  salary  requirements 
to:  Bill  Kunerth,  401  N.  Mam  Street,  Ellens¬ 
burg,  WA  98926.  Or  E-mail  to: 

bkunertti@kvnews.com 


ADVERTISING  MANAGER 
Midwest  newspaper  under  15,000  circulation 
looking  for  energetic,  hands-on  Advertising 
Manager.  Requires  excellent  communication, 
presentation  and  motivational  skills.  Newspa¬ 
per  IS  part  of  a  chain  and  candidate  will  have 
excellent  advancement  opportunities.  Please 
send  resume,  along  with  salary  requirements, 
in  confidence  to: 

Box  3448,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


ADVERTISING  MANAGER 

News  West  Publishing,  the  publisher  of  the 
number  one  print  products  in  several  desert 
communities  along  the  Colorado  River,  is 
looking  for  a  highly  motivated  individual  to 
head  up  its  Display  Advertising  department. 
The  recent  promotion  of  our  current  manager 
creates  an  opening  for  an  experienced 
candidate  with  a  successful  background  in 
selling  print  and  managing  a  staff  consisting 
of  outside  sales  and  telemarketers. 

You’ll  be  expected  to  coach,  manage,  tram, 
lead,  encourage,  support  and  motivate  an 
experienced  sales  staff.  To  be  successful, 
you’ll  need  to  be  on  the  street  and  not  in 
the  office. 

If  you  have  a  proven  track  record  of  ex¬ 
ceeding  sales  goals  and  leading  others  to 
achieve  theirs,  contact  us  now.  Compensa¬ 
tion  range  $45-$50K.  Good  benefits  including 
profit  sharing.  An  Equal  Opportunity  Em¬ 
ployer. 

E-mail  your  resume  to:  chuckr@ctaz.com  or 
mail  to:  Chuck  Rathbun,  News  West  Publish¬ 
ing,  P.O.  Box  21209,  Bullhead,  AZ 
86442-7311. 


ADVERTISING 


ADVERTISING  MANAGER 
Classified  Recruitment  Division 
The  Denver  Newspaper  Agency,  publisher 
of  The  Denver  Post  and  Rocky  Mountain 
News  is  seeking  an  energetic,  talented  and 
dynamic  individual  to  help  lead  the  employ¬ 
ment  advertising  sales  team.  This  fast 
paced  environment  requires  a  person  with 
strong  and  proven  sales  skills,  strategic 
and  creative  thinking  and  the  ability  to  man¬ 
age  multiple  projects. 

Successful  candidate  will  be  a  motivated, 
proven  sales  performer  with  strong  leader¬ 
ship  and  consultative  selling  experience. 
Excellent  communication  and  presentation 
skills  required.  In  addition  to  hands-on 
coaching  of  sales  reps,  this  position  entails 
the  ability  to  strategically  plan,  develop  and 
implement  new  products  and  services. 
Recruiters  with  knowledge  and  understanding 
of  employers  hiring  practices  and  challenges 
are  encouraged  to  apply.  Prior 
newspaper  or  recruitment  agency  experience 
a  plus. 

If  you  are  a  progressive  thinker  and  are 
seeking  a  challenging  and  rewarding  oppor¬ 
tunity,  we  want  you  to  join  our  team. 

We  offer  a  competitive  salary 
(commensurate  with  experience),  medi¬ 
cal/dental  benefits,  401(k),  and  vacation. 
Qualified  candidates  should  submit  their  re¬ 
sume  to: 

Denver  Newspaper  Agency 
Attn:  KP 

400  West  Colfax  Avenue 
Denver,  CO  80204 
Or  FAX  to:  (303)  892-5260 
EOE 

Qualified  candidates  will  be  contacted  for  a 
personal  interview. 

Employment  offers  are  contingent  upon  the 
applicant  undergoing  and  passing  a  pre-em¬ 
ployment  drug  test. 


ADVERTISING  MANAGERS 

“Got  pizzazz?’  Brehm  Communications 
needs  both  ad  directors  and  retail  ad  man¬ 
agers  who  can  "make  a  difference"  in 
unique  California  and  Arizona  markets.  If 
your  advertising  career  has  been  outstanding 
to  this  point,  but  you  need  a  positive 
change  to  a  new  environment,  lefs  talk. 

You  supply  the  knowledge,  experience  and 
hands-on  selling  and  coaching  ability,  and 
we’ll  provide  a  challenging  and  rewarding 
position.  Want  potential?  Several  of  our 
publishers  started  in  our  advertising  depart¬ 
ments. 

If  you’re  the  overachiever  we  want,  send  re¬ 
sume,  with  career  and  earnings  expectabons, 
to  Mel  “Doc"  Croucher,  Brehm  Com¬ 
munications,  P.  0.  Box  28429,  San  Diego, 
CA  921980429  or  E-mail  to: 

Doc@6rehmMail.com. 


“Making  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity." 

-  Charles  Mingus 


14  EDITOR& PUBLISHER  CLASSIFIEDS  AUGUST  25,  2003 


www.editorandpubllsher.com 


Phone:1-888-825-9149  -  CLAHIFIED IDVEIITISIIIG  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


CLASSIFIED  RECRUITMENT  MANAGER 
North  Jersey  Media  Group,  one  of  New  Jer¬ 
sey’s  leading  newspaper  and  publishing 
companies,  has  an  opening  for  a  highly  skil¬ 
led  classified  advertising  manager.  The  po¬ 
sition  is  accountable  for  implementation  of 
strategies  to  increase  recruitment  advertising 
revenue  to  reach  corporate  quotas  for 
all  products,  including  daily  and  weekly 
newspapers  and  Internet.  Will  also  develop 
plan  for  revenue  growth,  and  reporting  for 
accurate  income  analysis  of  all  products. 
Responsibilities  include  management  of  in¬ 
side  and  outside  sales  staff,  performance 
review  process,  review  of  new  product 
technology,  and  continual  comparison  of  all 
competitive  products.  Must  have  3-5  years' 
newspaper  sales  experience,  preferably  in 
classified.  Classified  recruitment  advertising 
experience  highly  desired.  Familiarity  with 
employment  product  vendors  and  recruit¬ 
ment  agencies  required.  Must  possess  ex¬ 
cellent  organizational  skills,  be  proficient  in 
Word,  Excel  and  Outlook.  Must  be  able  to 
operate  efficiently  in  a  fast-paced,  multi-task 
deadline  oriented  environment.  Qualified 
candidates  may  E-mail,  fax  or  mail  resume 
to  Rocco  Gallo  at: 

Gallo@north|ersey.com 
Fax  to  (973)  569-7310 
North  Jersey  Media  Group 
Publishers  of  The  Record  and  Herald  News 
1  Garret  Mountain  Flaza,  P.O.  Box  471 
West  Paterson,  NJ  07424-0471 


SALES  MANAGER:  ARTS  ADVERTISING 

Established  locally-owned,  Colorado  publish¬ 
ing  company  is  seeking  a  skilled, 
take-charge  manager  to  direct  the  advertising 
sales  functions  for  high-profile  in-theatre 
magazines  distributed  to  more  than  3.2  mil¬ 
lion  performing  arts  attendees. 

Responsible  for  working  with  company  ex¬ 
ecutives  to  develop  sales  and  marketing 
strategies  promoting  products  and  advertis¬ 
ing  opportunities:  assists  in  the  creation  of 
seasonal  and  promotional  pieces;  evaluates 
and  launches  new  print  products:  assures 
advertising  revenue  goals  are  met  by  publi¬ 
cation  deadlines:  recruits,  hires  and  super¬ 
vises  sales  staff;  provides  training  and  moti¬ 
vation:  establishes  individual  sales  goals  for 
6-8  reps;  establishes  accountability  proce¬ 
dures  and  monitors  all  sales  activities;  cre¬ 
ates,  reviews  and  updates  sales  policies 
and  procedures  as  required:  develops  and 
maintains  effective  working  relations  with 
business  community,  arts  community  and 
publishing  staff. 

Requires  minimum  of  4  years  of  management 
level  experience.  Six-figure  plus  com¬ 
pensation  package.  Greater  earnings  poten¬ 
tial  for  a  motivated  manager  who  can  grow 
products.  Full  benefits  package  available. 

FAX  resume  to:  (303)  4301676  or 
E-mail  to:  angie@pubTKHise.com 

“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort.” 

-  Franklin  Delano  Roosevelt 


ADVERTISING 


DATABASE  MARKETING  MANAGER 

The  Sacramento  Bee,  the  flagship  newspaper 
of  The  McClatchy  Company,  is  seeking 
a  Database  Manager  to  join  our  Bee  Direct 
Advertising  team. 

Our  Manager  will  oversee  a  small  team  who 
develop  and  execute  direct  marketing  solu¬ 
tions  to  retailers  and  service  providers.  As 
part  of  Bee  Direct,  you  will  manage  direct 
marketing  plans  and  budgets,  identify  sales 
opportunities,  and  provide  strategic  direction 
to  meet  clients’  targeted  marketing 
goals. 

We  are  seeking  a  candidate  with  the  following 
qualities: 

•  Minimum  of  5  years  leadership 
experience  in  the  newspaper  direct  mar¬ 
keting  field 

•Excellent  leadership,  interpersonal,  and 
motivational  abilities 

•  Demonstrated  usage  and  comfort  level 

•  College  degree  in  related  field 

The  Bee’s  daily  circulation  is  283,194;  Sun¬ 
day  IS  343,414.  The  Bee  is  ranked  fourth 
best  read  newspaper  among  the  top  fifty 
markets.  And,  The  Bee  is  located  in  one  of 
the  fastest  growing  areas  in  the  U.S. 

We  are  located  in  Northern  California  in  a 
beautiful  area  that  offers  city  or  country  living, 
close  proximity  to  San  Francisco  and 
Lake  Tahoe,  short  commutes,  and  affordable 
housing. 

We  offer  a  competitive  salary  and  bonus 
structure  plus  an  extensive  benefits 
package  including  onsite  fitness  and 
childcare  centers.  Visit  us  at: 

www.sacbee.com. 

Please  E-mail  resume  and  cover  letter  to: 
resumes@sacbee.com. 


ART/GRAPHICS 


COMPOSING  MANAGER  to  design  ads,  su¬ 
pervise  4  graphic  designers,  function  as 
systems  manager.  Advancement  opportuni¬ 
ties.  EOE.  Submit  resume  to:  Publisher,  The 
Courier,  P.O.  Box  887,  Russellville,  AR 
72811.  Fax  (479)  968-2832. 

E-mail:  menderle@couriernews.com 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


_ ART/GRAPHICS _ 

GRAPHIC  ARTISTNEWS  &  MOVIE  REVIEWER 
The  News  &  Observer  in  Raleigh,  NC,  has 
the  following  openings: 

GRAPHIC  ARTIST,  NEWS:  Energetic  and  tal¬ 
ented  Graphic  Artist  to  produce  high-impact 
visual  presentations  for  section  fronts, 
which  may  include  illustrations  as  well  as  in¬ 
formation  graphics.  Must  be  willing  to  coF 
laborate  with  reporters  and  editors  to  con¬ 
ceptualize  ideas  for  graphics.  Two  years  ex¬ 
perience  in  newspaper  graphics  preferred. 
Must  be  proficient  in  Illustrator,  FreeHand 
and  F*hotoshop.  and  have  experience  in  3D 
modeling  programs  and  use  of  Macromedia 
Flash  for  online  multimedia  presentations. 
MOVIE  REVIEWER:  Looking  for  someone  to 
review  movies,  both  Hollywood  and  inde¬ 
pendent,  in  a  market  that’s  strong  in  art 
house  cinema.  Reporter  must  stay  current 
with  cinema  and  heater  trends,  report  on 
regional  film  festivals,  report  stories  and 
write  news  on  deadline  and  produce  com¬ 
mentary  for  daily  and  Sunday  entertainment 
pages.  Beat  requires  catching  occasional 
GA  assignments  for  daily  features  sections 
and  Friday  entertainment  magazine.  Two 
years  daily  newspaper  experience  required; 
film/entertainment  reporting  definitely  plus. 
Send  cover  letter,  resume,  references  and 
a  set  of  clips  to  John  Drescher,  Managing 
Editor,  The  News  &  Observer,  215  S. 
McDowell  Street,  Raleigh,  NC  27602. 


CIRCULATION 


CIRCULATION  DIRECTOR 

We  are  a  70K  daily  and  86K  Sunday  paper 
located  in  Anchorage,  Alaska.  We  need  a 
circulation  professional  that  possesses  a 
demonstrated  history  of  successful  leader¬ 
ship,  volume  growth,  integrity  and  human 
relation  skills. 

You  will  join  a  senior  management  team 
that  appreciates  the  challenges  of  circulation 
and  will  work  with  you  to  become  even 
more  successful.  We  are  part  of  the 
McClatchy  family  of  newspapers  and  are 
proud  of  our  reputation  as  being  a  great 
place  to  work,  to  learn  and  to  grow. 

We  offer  a  competitive  compensation  pack¬ 
age  as  well  as  the  opportunity  to  live  in  one 
of  the  most  beautiful  spots  in  the  world. 
Anchorage  is  a  thriving  city,  offering  a  wide 
variety  of  activities  and  events  both  cultural 
and  recreational. 

If  you  are  a  professional  in  the  circulation 
field  and  want  to  become  part  of  a  special 
team  m  a  special  locale  please  contact: 

Anchorage  Daily  News 
Attn:  Human  Resources 
P.  0.  Box  149001 
Anchorage,  AK  99514 
or  E-mail  to:  |obs@adn.com  or 
FAX  to:  (907)  257-4472 

The  Anchorage  Daily  News  is  an  Equal  Op¬ 
portunity  Employer  and  welcomes  a  diversity 
in  applicants.  All  offers  of  employment 
are  contingent  upon  successful  completion 
of  a  drug  test. 


CIRCULATION 


CHARLOTTE  NC:  Amazing  banking,  second 
only  to  New  York  City.  Booming  population. 
The  largest  newspaper  between  Washing¬ 
ton  and  Atlanta,  The  Charlotte  Observer,  a 
Knight  Ridder  newspaper,  is  accepting  ap¬ 
plications  for  the  following  positions. 

DIRECTOR  OF  CIRCULATION  MARKETING 
Motivator  and  creative  thinker  with  strong 
analytical  abilities  to  lead  the  Circulation 
Marketing  Department.  Reports  to  the  Vice 
President  of  Circulation.  Will  develop  and 
implement  a  marketing  plan,  and  maintain 
budget.  Bachelor’s  degree:  5-10  years  ex¬ 
perience  in  sales,  marketing,  management 
or  circulation  sales,  and  MS  office  profF 
ciency.  Supervisory  and  budgeting  experi¬ 
ence  preferred. 

SINGLE  COPY  MANAGER 
Lead  department,  both  metro  and  state,  de¬ 
velop/manage  single<opy  sales,  marketing 
programs  and  budget;  supervise  staff  of 
four.  Associate  degree;  5-10  years  experi¬ 
ence  in  sales  or  marketing;  PC  literate. 
Should  be  organized,  flexible,  motivated, 
and  perform  well  under  pressure. 

NEWSPAPERS  IN  EDUCATION  MANAGER 
Show  schools  how  to  incorporate  newspa¬ 
pers  as  part  of  their  curriculum;  obtain  cor¬ 
porate  and  classroom  sponsorships; 
create,  plan  and  implement  special  sections 
and  programs;  conduct  Observer  building 
tours  and  classroom  presentations;  and  su¬ 
pervise  one  other  person.  Proficiency  in  MF 
crosoft  Word  and  Excel.  Excellent  commu¬ 
nication  skills  and  precise  record  keeping. 
Should  be  organized,  flexible,  motivated 
and  perform  well  under  pressure. 

All  positions  must  have  reliable  transportation 
with  clean  and  current  driving  record. 
EOE.  Please  apply,  noting  position,  to; 

Circulation  Management  Job  Postings 
Human  Resources,  The  Charlotte  Observer 
P.O.  Box  32723,  Charlotte,  NC  28232 
Of  E-mail;  obS|Obs@charlotteobserver.com 


CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch,  a  45,000  dally  and 
55,0(X)  Sunday  located  in  central  New 
York,  is  seeking  a  Circulation  Sales  and 
Marketing  Manager.  You  will  be  responsible 
for  increasing  market  penetration  and  meet¬ 
ing  circulation  volume  and  revenue  goals. 

Five  years  of  circulation  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required.  Marketing  experience 
is  a  plus. 

If  you  want  to  be  part  of  and  grow  within 
America’s  largest  newspaper  publisher  in 
the  US,  (Jannett,  please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 
E-mail:  rprocida@utica.gannett.com 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
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CIRCULATION 


CIRCULATION  ZONE  MANAGER 
The  St.  Petersburg  Times,  Florida’s  best 
and  largest  daily  newspaper,  has  an 
exciting  opportunity  for  an  experienced  Cir¬ 
culation  professional  to  join  our  team  as 
Zone  Manager.  We  are  seeking  a  dynamic 
individual  driven  to  accelerate  their  career 
to  the  next  level  in  beautiful  Tampa  Bay 
Florida! 

As  Zone  Manager  you  will  manage  a  home 
delivery  staff  of  up  to  15  staffers  charged 
with  achieving  excellent  .ubscriber  service 
while  facilitating  tco  line  growth,  in  an  inde¬ 
pendent  contractor  environment.  Key  re¬ 
sponsibilities  include  recruiting,  hiring,  train¬ 
ing  and  development  of  staff.  Motivating 
contract  managers  to  work  toward  collabo¬ 
rative  solutions  in  a  team  environment.  Mar¬ 
ket  plan  development,  budgeting  and  project 
management  experience  a  plus. 

Five  years  experience  with  a  progressive 
management  track  record  preferred.  Sales 
experience  essential.  Solid  interpersonal, 
communication  and  leadership  skills  a 
must.  Proficiency  in  Word  and  Excel  pre¬ 
ferred.  Creative  problem  solving,  sound 
judgment  and  decision  making  skills  are 
winning  characteristics  of  the  successful 
candidate.  College  degree  preferred. 

Dynamic  work  environment.  Zone 
Managers'  work  flexible  schedules  encom¬ 
passing  early  morning  to  early  afternoon 
hours,  including  weekends. 

Join  the  Circulation  Team  of  one  of  the  Na¬ 
tions  top  newspapers.  This  is  an  exciting 
opportunity  for  the  right  candidate.  If  you 
think  you  have  what  it  takes  to  help  us  set 
new  standards  of  Circulation  Excellence, 
please  send  your  resume  with  qualifications 
and  compensation  history  to  St.  Petersburg 
Times,  Job  ZM,  490  1st  Avenue  South,  St. 
Petersburg,  FL  33701.  Fax  to  (727) 
893-8185.  E-mail  to  resumes@sptimes.com 
(please  paste  resume  to  body  of  E-mail). 


DISTRIBUTION  LAUNCH  COORDINATOR 
Publishers  Circulation  Fulfillment,  Inc.,  an 
acknowledged  leader  providing  turnkey  so¬ 
lutions  to  the  publishing  industry  with  our 
core  services  of  home  delivery,  telemarketing 
and  customer  service,  has  an  immediate 
opening  for  a  project  manager  to 
coordinate  and  manage  the  introduction  of 
new  products  in  our  national  markets. 
Responsibilities  include  gathering  and  work¬ 
ing  client  data,  and  coordinating  this  infor¬ 
mation  between  clients,  systems  and  our 
distribution  services  teams  to  ensure  the 
successful  launch  of  products. 

The  motivated  team  player  we  seek  will 
have  5-7  years  of  current  management  ex¬ 
perience  in  a  distribution/circulation  envi¬ 
ronment,  excellent  communication  and  or¬ 
ganization  skills,  and  fine-tuned  computer 
skills,  including  0B2,  Access,  Excel,  Crystal 
Reports,  and  knowledge  of  mapping  pro¬ 
grams  such  as  Map  Point,  Streets  &  Trips, 
and  RouteSmart. 

We  are  a  progressive  organization  with  ex¬ 
cellent  growth  opportunities,  as  well  as 
medical,  dental,  prescription  and  vision  ben¬ 
efits,  401(k)  and  tuition  reimbursement. 
Please  forward  resume,  including  salary  re¬ 
quirements  to  Lois.Nagie@pcfcorp.com,  or 
fax  to  (908)  852-3509.  EOE. 


CIRCULATION 


EDITORIAL 


EDITORIAL 


HOME  DELIVERY  MANAGER 
The  Montgomery  Advertiser,  a  63,000  Sun¬ 
day,  50,000  daily  in  Montgomery,  AL,  is  a 
growing  Gannett  newspaper  that  values  em¬ 
ployees  and  their  contribution  to  the  organi¬ 
zation.  We  seek  talented  individuals  who 
want  to  grow  with  the  organization  and  help 
us  develop  a  culture  that  is  a  more  human¬ 
istic,  self-actualizing,  collaborative  environ¬ 
ment.  We  are  currently  recruiting  for  a 
Home  Delivery  Manager  responsible  for  su¬ 
pervising  and  managing  sales,  delivery  and 
collections  for  all  subscriber  copies  of  the 
Montgomery  Advertiser  as  well  as  some 
distribution  responsibility  for  state  single 
copy  sales.  Primary  function  is  to  efficiently 
achieve  maximum  home  delivery  circulation. 
The  position  supervises  and  manages  the 
productivity  of  the  district  sales  managers 
in  their  day-to-day  duties  in  sales,  service 
and  collections  of  their  territories.  A  Bache¬ 
lor’s  degree  is  recommended  along  with  a 
minimum  of  5-7  years  experience  in  circula¬ 
tion  management.  Work  hours  vary  but  in¬ 
clude  early  morning  and  weekends.  Base 
salary  will  range  from  $46,560  -  $69,840 
and  is  commensurate  with  experience  plus 
a  performance-based  bonus  potential  of 
$10,800  annually.  If  you  are  interested  and 
meet  our  requirements,  send  or  fax  your  re¬ 
sume  along  with  a  cover  letter,  and  salary 
history  to: 

Montgomery  Advertiser 
Human  Resources  Department 
425  Molton  Street,  Montgomery,  AL  36104 
Fax:  (334)  261-1587 
E-mail:  lbrowderl@gannett.com 
EOE/M/F/DA 


EDITORIAL 


WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


COPY  EDITOR/PAGE  DESIGNER 
The  Daytona  Beach  News-Journal  is  seeking 
a  copy  editor/page  designer  for  the  Night 
News  Desk.  Preferred  candidate  has  3-5 
years  copy  desk  experience,  including  page 
layout/design.  Pagination  skills  and  reporting 
background  a  plus.  Mail  or  E-mail  a  cover  let¬ 
ter  and  resume  with  references  and 
clips  to  Chris  Seymour,  Deputy  Managing 
Editor-Production,  Daytona  Beach 
News-Journal,  P.O.  Box  2831,  Daytona 
Beach,  FL  3212a2831. 

E-mail:  chris.seymour@news-jrnl.com 


MANAGING  EDITOR 

Monthly  business  publication  in  the  Midwest 
seeks  experienced,  competitive,  research- 
minded  managing  editor  to  write,  edit  and 
manage  workflow  process  for  magazine 
and  related  publications.  Applicants  should 
possess  entrepreneurial  spirit  and  ability  to 
pursue  in-depth  research  to  produce  com¬ 
pelling  content.  Reply  with  resume  and  ref¬ 
erences.  Confidentiality  respected. 

Box  3466,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


TO  OUR  COPY  DESK  ...  AND  BEYOND! 

Crain's  Detroit  Business  is  seeking  a  copy  editor  with  the  requisite  essential  editing 
skills:  command  of  grammar,  usage  and  AP  style  (We  also  have  our  own  online 
stylebook.)  and  an  effective  if  not  pithy,  urbane  and  otherwise  clever  headline  writer. 
An  appreciation  if  not  flagrant  mastery  of  good  design  and  the  Web  don’t  hurt,  either. 
You’ll  need  these  skills,  because  we’re  going  to  give  you  the  opportunity  to  work  with 
reporters  as  an  assigning  editor  on  a  number  of  special  sections  and  on 
late-breaking  news.  You’ll  help  us  put  out  our  daily  E-mail  newsletter  of  breaking 
news.  You’ll  even  get  to  help  generate  ideas  for  our  weekly  editorial  cartoon.  You 
won’t  be  in  a  rut,  in  other  words.  It’s  a  great  opportunity  for  a  self-starting  copy  editor 
with  leadership  skills  who  one  day  wants  to  take  that  next  step  up  the  newsroom  hierarchy. 
In  return,  we  offer  a  competitive  salary  and  benefits,  unmatched  hours  for  a 
copy  editor  -  almost  every  workweek  is  daytime  Monday-Friday,  like  most  of  the  rest 
of  the  human  race  -  and  last,  but  far  from  least,  the  nationally  famous  40-cent  Coke 
machine.  Resumes  with  cover  letters  can  be  submitted  for  consideration  to: 

Crain  Communications,  Inc. 

Human  Resources  Department,  Attn:  Phil  Jensen 
1155  Gratiot,  Detroit,  Ml  48207-2997 

Or  you  may  send  your  information  via  E-mail  to:  detroitJobs@crain.com 

We  thank  you  for  your  interest  in  Crain  Communications  and  invite  you  to  continue  to 
visit  our  Website  as  positions  are  updated  regularly. 
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MEOIATT 

MANAGEMENT  XX 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  11  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2(®voyager.net 


EDITORIAL 


EDITORIAL 


ASSISTANT  MANAGING  EDITOR 
’  The  Fresno  Bee,  Central  California’s  leading 
i  newspaper,  is  seeking  an  assistant  managing 
;  editor  to  direct  local  news  coverage. 

I  We’re  looking  for  an  outstanding  editor  and 
leader,  a  problem-solver  who  finds  satisfac¬ 
tion  in  helping  people  do  their  best  work. 

Dedication  to  working  collaboratively  with 
reporters,  editors  and  other  staffers  is  a 
j  must.  Extensive  reporting  and  editing  expe- 
!  rience  in  mid-sized  to  major  markets  is  re- 
;  quired,  as  is  experience  on  investigative 
and  enterprise  projects. 

This  position  has  excellent  potential  for  ca¬ 
reer  growth.  Send  resume  and  cover  letter 
to  Betsy  Lumbye,  managing  editor.  The 
Fresno  Bee,  1626  E  St.,  Fresno,  CA 
93786. 


COPY  EDITOR 

The  Virgin  Islands  Daily  News  seeks  a  veteran 
Page  1  Editor  with  virtuoso  Quark  skills, 
deadeye  aim  on  headlines,  shrewd  news 
judgment  and  mastery  of  both  precision  line 
editing  and  complex  project  editing.  Don’t 
be  misled  by  our  location.  This  is  a 
hard-driving  newsroom,  not  a  laid-back  resort. 
We  are  a  Pulitzer  Prize-winning  daily 
newspaper,  and  this  year  we  won  the  APME 
Public  Service  Award  in  the  small  newspaper 
category.  We  are  looking  for  an  editor 
who  has  honed  the  required  skills  on  a 
news  desk  at  a  high-quality  daily 
newspaper.  Experience  in  magazines, 
online  or  weekly  or  college  newspapers  is 
not  sufficient  preparation  for  the  demands 
here.  Please  send  cover  letter,  resume  and 
your  five  best  daily  newspaper  Page  1  layouts 
with  your  headlines  and  editing  clearly 
identified.  E-mail  to  jrobbins@dailynews.vi. 
or  Express  Mail  to:  Daily  News  Editor,  9155 
Estate  Thomas,  St.  Thomas,  USVI,  00802. 
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EDITORIAL 


DIRECTOR 

EDITOR-INCHIEF 

The  United  States  Conference  of  Catholic 
Bishops  is  seeking  applicants  for  the  position 
of  Director  and  Editor-in-Chief  of  the 
Catholic  News  Service,  world’s  oldest  and 
largest  news  agency  specializing  in  coverage 
of  the  Catholic  Church.  Applicants  need 
to  have  extensive  knowledge  of  the  Catholic 
Church  and  of  today's  Church  issues  and 
have  at  least  10  years  of  journalism  experi¬ 
ence,  preferably  in  the  Catholic  press.  Re¬ 
sponsibilities  include  supervising  and  direc¬ 
ting  the  editorial  and  business  functions  of 
the  agency  through  management  team  effort 
as  a  service  of  the  United  States  Conference 
of  Catholic  Bishops. 

Clergy/religious  candidates  must  provide 
written  approval  from  their  diocesan  bishop 
or  religious  superior  before  an  application 
can  be  considered.  Diocesan  lay  employees 
must  also  provide  written  approval  from  the 
local  bishop.  Competitive  salary  and  excellent 
fringe  benefits  including  relocation  as¬ 
sistance.  Qualified  and  interested 
applicants  should  submit  a  letter  of  intro¬ 
duction  and  resume  with  appropriate  ap¬ 
provals  by  September  22,  2003  to: 

Office  of  Human  Resources  (CNS) 
United  States  Conference  of 
Catholic  Bishops 
3211  Fourth  Street,  NE 
Washington,  DC  20017-1194 
Or  FAX:  (202)  541-3412 
Or  E-mail:  resumes@usccb,org 
EOE  M/F/DA 


EDITOR 

Cincinnati  magazine  publisher  seeks  an  ex¬ 
perienced  editor  for  an  industry-leading  pub¬ 
lication  covering  digital  printing  and 
imaging.  Prefer  a  candidate  with  proven 
publication  management  skills  in  the  graph¬ 
ic-arts  industry,  preferably  in  digital  printing 
and/or  electronic  publishing.  Will  also  con¬ 
sider  candidates  from  the  industry  who  may 
not  have  editing  experience  but  are  strong 
communicators  with  expertise  in  digital 
printing.  The  editor  will  lead  a  four-person 
staff,  develop  editorial  policies  and  sched¬ 
ules,  write  and  assign  feature  and  column 
materials,  direct  information  flow  to  our 
website,  and  travel  regularly  to  represent 
the  publication  in  the  field.  Strong  writing, 
editing,  research,  communication,  manage¬ 
ment,  and  planning  skills  are  required  -  the 
willingness  to  develop  industry-specific  ex¬ 
pertise  is  essential.  Relocation  required. 
Please  submit  resume  to: 

deedee.davis@stmediagroup.com 

EXECUTIVE  EDITOR:  Great  opportunity  at 
business-to-business  publishing  company  in 
San  Francisco.  Candidate  must  possess  BS 
in  journalism  plus  a  Bachelor’s  or  Master’s 
degree  in  business  or  finance.  Ideal  candidate 
will  offer  five  plus  (5-^)  years  experience  in 
writing/editing  for  a  newspaper  or 
business  magazine  covering  financial  topics 
as  well  as  five  years  (5)  edit  management 
experience.  Salary  range  from  $75- 
125,000  plus  bonuses,  401(k),  profit  shar¬ 
ing,  moving  expenses,  health/dental,  and 
flex  hours.  Great  location!  Qualified  candi¬ 
dates  should  submit  resume  to: 

Donna  Early,  C.P.C.  resumereq@aol.com 
(Subject:  Executive  Editor) 

Or  FAX  to  (330)  9294335 


EDITORIAL 


EDITOR,  CRAIN’S  CHICAGO  BUSINESS 
Crain’s  Chicago  Business,  a  highly  successful 
city  and  regional  business  newspaper,  is 
I  searching  for  an  Editor  to  lead  its  publication 
in  its  ongoing  pursuit  of  editorial  excellence. 
In  addition  to  overseeing  all  content 
I  and  operations  of  the  paper  and  working 
'  closely  with  the  web  component 
chicagobusiness.com 

the  Editor  will  be  an  integral  part  of  the  senior 
I  management  group  and  will  continually 
infuse  the  paper  with  energy,  excitement 
and  innovation. 

This  high-potential  candidate  excels  in  all 
aspects  of  the  newsroom  -  superior  news 
judgment,  editing  and  writing,  and  organiza¬ 
tional  skills.  Management  strength  is  key; 
as  is  the  ability  to  serve  as  a  spokesperson 
for  the  paper.  This  extraordinary  person 
must  have  an  appreciation  for  the  paper  as 
an  efficient  and  sound  business. 

Resumes  should  be  sent  to: 

The  Howard-Sloan-Koller  Group 
i  Executive  Search 

300  E.  42nd  Street,  15th  Floor 
NewYork,  NY  10017 
Attn:  EditSrch 

I  (212)  661-5250  or  Fax:  (212)  557-9178 
i  Or  hsk@hsksearch.com 


HEALTH  REPORTER 

The  Messenger-Inquirer,  a  31,500  daily  in 
Owensboro,  Kentucky,  is  seeking  an  experi¬ 
enced  health  reporter.  The  ideal  candidate 
will  be  a  self-starter  with  excellent  writing 
skills,  good  news  judgment,  understanding 
of  libel  law,  and  an  ability  to  work  under 
deadlines.  Some  weekend  and  evening 
work  required.  A  Bachelor’s  degree  in  jour¬ 
nalism  or  English  is  preferred.  Send  cover 
letter,  resume  and  five  clips  to  Health  Re¬ 
porter  Search,  P.O.  Box  1480,  Owensboro, 
t  KY  42302.  EOE.  Paxton  Media  Group  LLC 
is  an  equal  opportunity  employer  and  does 
I  not  discriminate  on  the  basis  of  race,  religion, 
I  sex,  age,  national  origin  or  disability. 


MANAGING  EDITOR 

A  good,  mid-sized  Midwest  daily  is  looking 
for  a  managing  editor  who  will  inspire 
greatness.  The  successful  candidate  will 
develop  a  staff  to  produce  local  stories 
effecting  change  in  the  community. 

The  managing  editor  will  identify  stories 
with  hard-hitting  potential,  excel  in  editing 
these  stories  and  revel  in  their  eye-catch¬ 
ing  presentation.  Ten  years  of  manage¬ 
ment  experience  is  required. 

Please  send  resume  with  references  to: 

Box  3464,  E&P  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


NEWS  DESIGNER 

i  Itching  to  design  the  front  page  at  an 
I  award-winning  AM  paper  in  a  highly  competi- 
I  tive  market?  If  you  have  a  commitment  to 
I  visual  journalism  with  a  creative  edge  along 
I  with  proven  news  judgment,  send  resume, 
I  cover  letter  and  samples  to  Diana  Kurutz, 
1  The  Times  Leader,  15  North  Main  Street, 
Wilkes-Barre,  PA  18711. 

Or  E-mail  dkurutz@leader.net 


EDITORIAL 


MANAGING  EDITOR 

The  Telegraph,  a  Knight  Ridder  newspaper 
located  in  Middle  Georgia  has  an  opening 
for  a  Managing  Editor.  This  person  would 
be  in  charge  of  the  day-to-day  newsroom 
operations  and  would  work  with  the  Executive 
Editor  on  broader  issues  of  overall  vision  and 
direction  for  the  newsroom.  Will  be 
a  partner  on  issues  related  to  recruiting, 
training  and  budgeting.  Qualifications 
include  excellent  news  judgment,  five  years 
management,  supervisory,  and  leadership 
experience,  strong  word-editing  and  writing 
skills.  Direct  design/visual  experience 
would  be  a  plus.  Knowledge  of  legal  issues, 
FOI  issues  and  open  meetings  laws  is  nec¬ 
essary. 

Please  send  cover  letter  and  resume  to: 

The  Telegraph 

120  Broadway,  Macon,  GA  31201 
E-mail:  resume@macontel.com 
Fax:  (478)  7444498 


SPORTS  DESIGNER 

The  Times  Leader,  a  50,000/65,000 
Knight  Ridder  paper  in  Northeastern  F’enn- 
sylvania  seeks  a  dynamic  designer  with  the 
drive  and  experience  to  hit  the  ground  running 
in  one  of  the  most  competitive  newspaper 
markets  in  the  country.  Our  sports 
team  covers  minor  league  baseball  and 
hockey,  arena  football,  two  NASCAR  races, 
Penn  State,  small  college  and  high  school 
football,  as  well  as  other  high  schools 
sports.  Send  resume,  cover  letter  and  sam¬ 
ples  to  Diana  Kurutz,  The  Times  Leader,  15 
North  Main  Street,  Wilkes-Barre,  PA  18711. 

Or  E-mail  dkurutz@leader.net 


MARKET  DEVELOPMENT 


MARKET  DEVELOPMENT  DIRECTOR 

The  Times  of  Northwest  Indiana  (84,000  d; 
94,000  S)  seeks  an  experienced  and  inno¬ 
vative  executive  to  lead  the  newspaper’s 
market  development  efforts. 

A  bachelor’s  degree  and  five  years  in  a  mar¬ 
keting  leadership  position  required;  a  mas¬ 
ter’s  degree  in  management  or  marketing  is 
preferred.  The  successful  candidate  will 
have  a  superior  record  of  achievement  in 
developing  winning  branding  strategies. 

The  candidate  will  have  strong  communica¬ 
tion  skills  and  will  be  able  to  work  in  a  team 
environment,  focused  on  exceeding  the  ex¬ 
pectations  of  readers  and  advertisers. 

The  Times,  a  Lee  Enterprises  publication, 
serves  the  growing  market  in  Lake  and  Porter 
Counties,  IN  and  Southeastern  suburban 
Chicago.  Interested  candidates  should  for¬ 
ward  their  qualifications  and  salary  expecta¬ 
tions  to: 

W.V.  Monopoli,  Publisher 
The  Times 
601  45th  Avenue 
Munster,  Indiana  46321 
E-mail:  wvmomopoli@nwitimes.com 

The  Times  is  an  Equal  OpportunityEmployer 
that  values  diversity  in  the  workplace. 


PHOTOGRAPHY 


DIRECTOR  OF  PHOTOGRAPHY 
The  Des  Moines  Register  seeks  a  Director 
of  Photography  to  lead  an  award-winning 
team  of  1 1  talented  photographers.  A  suc¬ 
cessful  candidate  will  be  innovative  and 
demonstrate  strong  news  judgment.  ExceF 
lent  organizational  and  communication  skills 
are  essential.  Candidates  must  have  experi¬ 
ence  in  inspiring  photographers  and  a  proven 
ability  to  work  in  a  collaborative  environment. 
At  least  10  years  of  experience  in 
newspaper  photography  is  preferred. 

The  Register  values  and  showcases 
top-quality  photojournalism.  Ifs  the  reason 
our  staff  was  honored  for  Feature  Photogra¬ 
phy  in  this  year’s  Sigma  Delta  Chi  Mark  of 
Excellence  contest.  To  apply,  please  send 
your  resume,  cover  letter  and  any  relevant 
work  samples  to  Diane  Graham,  managing 
editor/staff  development,  715  Locust 
Street,  Des  Moines,  lA  503()9. 


PRESSROOM 


ASSISTANT  PRODUCTION 
MAINTENANCE  MANAGER 
The  Journal  News,  a  Gannett  paper,  has  a 
position  available  assisting  with  management 
of  repairs  and  maintenance  of  high 
speed  offset  web  printing  presses  and  re¬ 
lated  production  equipment  in  our  West¬ 
chester  and  Rockland  facilities. 

Position  requires  strong  electro/mechanical 
aptitude,  proficiency  in  reading  mechanical 
drawings  and  electrical  schematics,  basic 
tool  and  machine  shop  skills,  supervisory 
experience  and  flexibility  to  work  extended 
hours.  Candidates  will  have  5-)-  years  expe¬ 
rience  diagnosing/repairing  mechanical  and 
electrical  failures  on  offset  printing  presses; 
Goss  Metro  double-width  experience  pre¬ 
ferred. 

The  JournaFNews  offers  competitive 
salaries  and  generous  benefits.  We 
welcome  diversity  and  maintain  a  safe  drug 
free  workplace;  pre-employment  drug  testing 
is  required.  For  consideration.  E-mail 
mkervick@gannett.com  or  forward  resume; 

The  journal  News 
Human  Resources  Recruitment 
One  Gannett  Drive,  White  Plains,  NY  10604 
FAX:  (914)69&8174 


PRODUCTION/TECH 


PLANT  OPERATIONS  MANAGER 
A  100%  employee-owned  newspaper  is 
seeking  a  self-motivated  individual  with  the 
ability  to  work  independently.  Total  respon¬ 
sibility  to  ensure  the  smooth  operation,  effi¬ 
ciency  and  timeliness  of  our  off-site  press 
and  distribution  facility.  Minimum  ten  years 
experience  in  production,  preferably  with 
hands-on  press  experience,  and  five  years 
management  experience.  A  background  in 
commercial  printing  with  excellent  commu¬ 
nication  skills  is  essential.  Send  salary  re¬ 
quirements  and  resume  to: 

Trent  Langton,  Operations  Director 
The  Monroe  Publishing  Company 
P.O.  Box  1176,  Monroe,  Ml  48161 
Or  E-mail  to:  trent@monroenews.com 
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-HELP  WANTED- 


PRODUCTION/TI’XH 

PRINT  DIRECTOR:  Multi-million  dollar, 
award-winning,  cold-web  commercial 
printing  company  seeks  an  experienced 
Print  Director.  This  family  owned 
corporation  includes  a  daily  newspaper  and 
is  a  regional  print-site  for  The  New  York 
Times. 

State-of-the-art  facility  includes  CTP;  48  unit 
Goss  Universal,  16  unit  Harris,  and  12  unit 
DGM  430  presses.  Must  have  extensive 
commercial  printing  experience  and  knowl¬ 
edge  of  all  production  areas,  including  pre¬ 
press,  press,  bindery  and  shipping. 

Candidate  must  have  excellent 

management,  budgeting,  leadership  and 
computer  skills,  and  must  be 
team-oriented.  Competitive  salary  based  on 
experience  and  qualifications. 

Send  a  resume  and  cover  letter  with  salary 
requirements  to  Tribune  Publishing 
Company,  Attn:  HR  Dept.,  P.O.  Box  798, 
Columbia,  MO  65205  or  FAX  to:  (573) 
815-1531  or  E-mail: 

srinehart@tribmail.com. 

EOE  /  Drugfree  Workplace 


SALES 


Rotary  Offset  Press  is  seeking  a: 
SALES  MANA.GER  for  its  Kent,  Wash,  location. 
The  Sales  Manager  directs  the  marketing  and 
sales  efforts  of  a  staff  of  5  and 
is  a  member  of  the  senior  management 
team. 

Rotary  is  a  commercial  web  printer  running 
three  press  lines  with  coldset  and  heatset 
web  printing  capability.  It  also  provides 
bindery,  mailing,  and  direct  marketing  ser¬ 
vices,  and  includes  an  on-site  postal  facility. 
New  state-of-the-art  equipment,  including  a 
KBA  shaftless  press  with  18-web  capacity, 
as  well  as  a  digital  computer-to-plate  pre¬ 
press  system,  was  installed  in  2001. 

The  ideal  candidate  will  have  excellent  cus¬ 
tomer  service,  staff  development,  manage¬ 
ment,  and  selling  skills,  as  well  as  a  desire 
for  achieving  excellence  in  a  team  environ¬ 
ment.  Experience  selling  web  printing  with 
5-1-  years  of  management  experience  de¬ 
sired. 

Rotary  is  a  member  of  The  Seattle  Times 
family  of  companies.  Rotary  offers  a  com¬ 
petitive  salary  and  benefits  package. 
Salary  DOE.  EOE.  Qualified  candidates  send 
resume,  cover  letter  and  salary  history  to 
Rotary  Offset  Press,  6600  S.  231st  St., 
Kent,  WA  98032,  Attn:  HR/SM,  or 
FAX:  (253)813-2932  or 
E-mail:  hr-rop@seattletimes.com 


-POSITIONS  WANTED- 


ADVERTISING 


I  BRING  20  years  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries.  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 

E-ma'I:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 


-POSITIONS  WANTED- 


_ ART/GRAPHICS _ 

NEED  A  HAND  with  your  publication  design, 
layout  or  production?  This  graphic  artist  can 
give  you  a  hand.  Over  20  years  experience 
in  designing  and  producing  newspapers, 
magazines,  newsletters,  and  marketing  ma¬ 
terials.  Available  on  a  freelance  or  full  time 
basis.  Call  Hunter  at  (908)  630-0151  or  Fax 
(908)  204-0697  for  more  information. 


CIRCULATION 


PROFESSIONAL  CIRCULATOR  seeks  imme¬ 
diate  Distribution/Sales  opportunity  in  Long 
Island,  New  York.  Tel/Fax:  (631)  58&2735. 


PRODUCTION/TECH 


OPERATIONS  MANAGEMENT  professional 
having  10-1-  years  experience  with  major  na¬ 
tional  newspapers  seeks  a  position  in  a 
daily  newspaper.  Willing  to  relocate.  For  re¬ 
sume  or  additional  details  please  contact 
Girish  Pandit  at  (770)  252-9244  or  E-mail: 
gkps@mindspring.com 


pilBLIS 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


E&P'S  CL7\SSIFIED 

the  newspaper 
^industry’s  meetings 
place. 

888.825.9149 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.80 

1  week . 

. $12.45 

2  weeks . 

. $12.70 

2  weeks . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

1 2  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6  00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES  — 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks . 

.  $124 

52  weeks  . 

. $  98 

OR D E RS  AN_D  PAYM ENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check,  VISA,  MasterCard,  and  American 
Express  accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  vvvvw.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MOfELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  -f  WESTERN  US.) 

mmacmahon  @  editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden  @  editorandpublisher.com 
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MULTICULTURAL  ARKi!? 

IN  AMERICA  THE  ONLY  COMPLETE  DIREQORY 


Hispanic/Latino  •  African  American  •  Asian  American 


COMPLETE  LISTINGS 

•  Advertising  Agencies 

•  PR  Firms 

•  Media  Buying  Services 

•  Multicultural  Media  -  Radio,  Television, 

Cable  Networks,  Magazines, 
Daily/Weekly  Newspapers 

•  Brand  Marketers  with  Multicultural 

Marketing  Programs 


f 


New  Opportunities 

Multicultural  marketing  is  the  fastest  growing  category 
in  consumer  marketing  today.  National  advertisers  are 
now  specifically  targeting  the  multicultural  marketplace. 
Hiring  specialized  agencies  for  the  purpose  —  creating 
native  language  ads,  buying  ethnic  oriented  media  and 
generating  separate  creative  for  each  multicultural 
community. 

Contacts 

With  this  directory  everyone  tailoring  messages  to 
multicultural  audiences  can  find  the  contacts  they 
need.  Agencies  will  find  potential  clients.  Clients 
will  shop  effectively  for  agencies.  Media  sales  people 
and  media  buyers  will  find  each  other.  Service 
providers  will  quickly  identify  their  best  prospects. 

Organized  by  Ethnic  Groups 

Ethnic  specific  organization  allows  for  ease  of  use  and 
quick  targeting  of  the  type  of  organization  needed. 

Cross  Referenced 

Indices  at  the  end  of  the  directory  will  cross-reference 
all  listings  by  geography  (city  and  state),  ethnic  focus 
(Hispanic/Latino,  African  American,  Asian  American) 
and  company  type. 

ORDER  NOW  -  Only  $249* 

To  order  your  copies  of  ADWEEK's  Multicultural 
Marketing  Directory,  just  coll  800-562-2706. 


SHNEEK  Directories 

•  MEDIAWEEK 


*Plus  $12  shipping/handling  and  appropriate  sales  fax  in  NY,  CA,  TN,  MA,  IL,  NJ,  PA,  OH,  VA  and  CXI. 


OPINION 


The  good,  the  had  and  the  ugly 


f 
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TO  LA.  &  HKHIMA 

The  dog  days  turned  into  the  dogged  daze  as  those  damn 
reporters  just  wouldn't  leave  me  alone 

Don’t  look  back,  something  might  be  gaining 
on  you,  the  great  baseball  pitcher  Leroy  “Satchel” 
Paige  once  said,  and  last  week  it  did  seem  that  my 
past  was  starting  to  catch  up  to  me.  A  number 
of  quite  disparate  events  conspired  to  make  newly 
relevant  several  books  I  wrote  anywhere  from  three  to  11  years 
ago.  Journalists  called  or  e-mailed  with  questions.  Damn 
reporters  —  they  just  won’t  leave  you  alone.  But  after  months  of 
fielding  questions  about  the  war  in  Iraq,  the  rise  of  Jayson  Blair 
and  the  fall  of  Howell  Raines,  it  was  nice  to  turn  to  a  few  timeless 


topics  that  also  happen  to  involve  wide 
press  coverage. 

Little  League  baseball,  for  example. 

This  month  s  Little  League  World 
Series  in  Williamsport,  Pa.,  inspired 
the  usual  broad  attention.  We  got  daily 
scores  and  stories  in  the  newspapers,  and 
dozens  of  regional  and  national  games 
televised  on  ESPN.  Twelve-year-olds 
now  get  more  face  time  than  Ernie  Banks 
got  in  his  prime.  Little  sluggers  “style” 
their  home  run  trots  and  are  featured  in 
slow-motion  TV  promos,  complete  with 
Brent  Musberger.  No  wonder  kids  lie 
about  their  age  to  compete.  Somehow  I 
was  not  surprised  to  learn  that  gamblers 
now  offer  odds  on  each  game.  At  one 
Web  site  I  visited  they  were  complaining 
that  one  game  had  been  cut  short  by  the 
“mercy”  rule,  so  their  pick  in  that  game, 
Saudi  Arabia,  did  not  get  a  chance  to 
come  back  and  “cover.” 

The  New  York  Times  ran  a  front-page 
story  on  Aug.  18  that  touched  on  some  of 
this,  but  it  left  out  a  major  point.  So  I 
sent  the  paper  a  brief  letter,  which  it  pub¬ 
lished,  reading  in  its  entirety:  “The  Little 
League  World  Series  may  be  a 


glorious  event,  but  it’s  not  surprising  to 
read  that  ESPN  cut  away  from  a  manager 
who  was  ‘irate’  over  a  close  play  at  first 
base.  Coverage  of  the  event  is  meant  to 


mythologize  a  world  of  patient  coaches 
and  caring  parents,  when  the  reality,  at 
the  grass  roots,  often  includes  abusive 
coaches  and  parents  who  scream  at  their 
kids  when  they  wouldn’t  perform  at  an 
‘all-star’  level.” 

I  know  something  about  this.  Until 
hanging  up  my  clipboard  this  year,  I  had 
managed  in  Little  League  for  seven  years. 
Last  year,  an  all-star  team  of  14-year-olds 
that  I  coached  went  to  the  New  York 
State  finals  where  we  got  knocked  out  — 
by  a  team  using  an  ineligible  player. 

Speaking  of  media  circuses:  Take  the 


California  governor’s  race...  please. 

But  stop  treating  it  like  an  aberration. 
California  had  journeyed  down  this  road 
before  Ah-nold  was  even  born.  A 1934 
race  featured  a  far  more  distinguished 
star  from  another  field  who  became  a 
viable  front-runner.  That  year  Upton  Sin¬ 
clair,  author  of  “The  Jungle”  and  a  life¬ 
long  socialist,  swept  the  Democratic 
primary  for  governor  and  seemed  headed 
for  victory  until  big  money  interests 
basically  invented  the  modern  “media 
campaign”  (run  by  advertising  and 
publicity  pros)  to  derail  him.  Hollywood 
had  a  big  hand  in  this  but  the  most 
effective,  entertaining,  unfair  and  outra¬ 
geous  opposition  came  from  the  press  — 
most  notably  from  W.R.  Hearst  and  his 
papers,  and  Harrj'  Chandler  and  his 
Los  Angeles  Times. 

Several  years  later  came  the  first  race 
for  high  office  in  California  involving  a 
famous  actor:  the  1950  Senate  contest 
between  Richard  Nixon  and  Helen 
Gahagan  Douglas  (a  star  in  her  own 
right,  and  also  married  to  Melvyn  Dou¬ 
glas).  So  there  is,  in  fact,  a  long  tradition 
in  California  of  celebrity  candidates  and 
dirty-trick  campaigns.  Have  we  forgotten 
the  late  great  Sonny  Bono  already?  Too 
bad  the  Arnold  running  is  not  Tom. 

Finally,  I  got  a  couple  of  calls  from 
nosy  reporters  last  week  when  news 
emerged  that  the  Enola  Gay,  the  B-29 
that  dropped  the  first  atomic  bomb  over 
Hiroshima,  had  finally  been  reassembled 
and  in  December  would 
start  to  receive  visitors  at 
a  Smithsonian  site  outside 
Washington,  D.C.  But 
apparently  it  will  go  on 
display  with  no  mention 
of  one  small  detail:  the 
fact  that  this  bomb  killed 
at  least  150,000  people, 
the  vast  majority  of  them 
women  and  children.  With  nuclear 
weapons  so  much  in  the  news  today  — 
from  Iraq  to  North  Korea  and  back  to  the 
U.S.,  with  Pentagon  plans  to  build  a  new 
arsenal  of  “small”  Hiroshima-size  bombs 
—  the  press  ought  to  ask  why  America  is 
about  to  sanitize  what  happens  when 
these  weapons  are  actually  used.  SI 

Mitchell’s  books  include  Joy  in  Mudville, 
The  Campaign  of  the  Century,  Tficky 
Dick  and  the  Pink  Lady,  and  (with 
Robert  Jay  Lifton)  Hiroshima  in 
America  and  Who  Owns  Death? 


Twelve-year-olds  now 
get  more  face  time 
than  Ernie  Banks 
got  in  his  prime.  No 
wonder  kids  lie  about 
their  age  to  compete. 
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While  most  papers  mirror  The  Boston  Globe  (far  left)  with  book  pages 
within  another  section,  stand-alone  book  reports  remain  at  newspapers 
such  as  the  Chicago  Tribune,  San  Francisco  Chronicle,  The  San  Diego 
Union-Tribune,  the  Los  Angeles  Times,  and  The  Washington  Post. 


{continued  from  page  12}  Marie  Arana, 

editor  of  The  Washington  Post  Book  World. 
“But  the  percentage  of  readers  who  will  ac¬ 
tively  buy  from  the  book  section  is  greater” 
—  a  point  that  is  actively  marketed  to 
advertisers. 

Steve  Wasserman,  editor  of  the  Los 
Angeles  Times  book  review  for  seven  years, 
blames  the  dearth  of  separate  book  sections 
on  newspaper  executives  failing  to  perceive 
some  of  the  positive  aspects,  including  the 
promotion  of  reading,  which  he  says  can 
help  the  newspapers.  “Most  newspapers 
hav  e  a  long  anti-intellectual  tradition  in 
which  they  believe  readers  can’t  understand 
a  vocabulary  that  is  higher  than  a  third 
grader,”  he  observes.  “Few  newspapers 
consider  the  publication  of  books  as  news.” 


But  most  still  come  back  to  the  advertis¬ 
ing  limitations  when  explaining  why  most 
book  reviews  do  not  have  their  own  home 
on  Sunday.  “So  much  of  the  ad  money  is 
being  poured  into  the  The  New  York  Times” 
says  Arana.  “It  has  a  good  hold  on  the  elite 
of  the  whole  country.” 

Editors  at  other  major  papers  agree. 

“The  book  publisher  trade  is  well-known 
for  keeping  advertising  in  tight  circles,” 
says  Rick  Daniels,  president  of  The  Boston 
Globe,  which  runs  four  to  five  pages  of  book 
reviews  in  its  “Sunday  Ideas”  section  and 
recently  added  a  page.  “But  I’m  not  sure 
that  having  a  separate  section  is  a  definition 
of  having  great  content  to  run.” 

Others  agree  the  subject  is  important, 
and  can  be  well-covered  within  existing  sec¬ 


tions.  “The  interest  is  here  for  the  content,” 
says  Teresa  Weaver,  book  editor  for  The 
Atlanta  Journal-Constitution,  which 
expanded  its  book  review  from  one-and-a- 
half  pages  to  two  in  the  Sunday  paper. 

The  San  Francisco  Chronicle,  however, 
took  some  heat  when  it  decided  to  fold  its 
Sunday  book  review  into  the  existing  Sun¬ 
day  Datebook  entertainment  tab  last  year. 
Editor  Phil  Bronstein  says  readers  did  not 
care  that  the  paper  was  providing  the  same 
number  of  pages  for  books  —  the  lack  of  a 
separate  section  sparked  anger.  “It  was  a 
pretty  small,  but  vocal  and  aggressive  group 
who  objected,”  Bronstein  recalls.  The  sepa¬ 
rate  section  returned  six  months  later  with 
the  paper  promising  a  greater  effort  to  sell 
book  review  ads.  11 


Travel 


also  emphasizes  regional  travel  with  a 
monthly  feature  called  “A  Day  Away” 
which  highlights  destinations  less  than  10 
hours  away  by  car. 

But  this  new  emphasis  on  close-to-home 
travel,  combined  with  the  travel  industry 
slump,  has  roiled  relations  between  news¬ 
papers  and  fi^lancers.  Longtime  issues 
such  as  pay  and  the  propriety  of  allowing 
some  expenses  to  be  picked  up  by  a  tourist 
authority  or  travel  industry  corporation 
are  more  likely  to  be  flashpoints. 

Some  freelancers  have  become  disen¬ 
chanted,  says  Alabama-based  travel  writer 
L>Tin  Grisard  Pullman  —  who  works 
with  her  photographer  husband  Milton 
Pullman,  the  chairman  of  the  Society 
of  American  Travel  Writer’s  (SATW) 
Freelance  Council.  “The  situation  for  free¬ 
lancers  is  terrible,  the  worst  a  lot  of  us  old- 
timers  can  ever  remember,”  Lynn  Pullman 
says.  Newspapers  haven’t  changed  their 
pay  scale  of  $100  to  $300  an  article  in 
years,  and  now  they  increasingly  refuse  any 
reporting  on  trips  that  were  sponsored  or 
partially  subsidized— while  almost  never 
paying  a  freelancer’s  travel  expenses. 

“The  question  is,”  she  says,  “if  you  go  on  a 
trip  and  don’t  pay  full  price,  can  you  be 
objective?  Well,  I  don’t  like  having  my 
integrity  questioned  [as  if]  I’m  going  to 
write  nice  things  about  a  place  that  had 


BY  MARK  FITZGERALD 

WITH  America’s  travel  bug 
still  slowed  by  economic 
uncertainty  and  security 
concerns,  more  Sunday  travel  sections  are 
adopting  the  motto  “There’s  no  place  like 
home.”  So  say  goodbye  to  the  glories  of 
weeklong  treks  into  the  jungles  of  Java. 


American  Associa-  I 
tion  of  Sunday  and  1 
Features  Editors. 

“With  the  economy  the 


way 

it  is,  we  don’t  think  that’s 
where  our  readers  want  to  be.”  The  Star 
is  featuring  nearby  tourist  spots  such  as 
Branson,  Mo.,  but  with  coverage  that  is 

I  more  penetrating,  Nolan 
says.  The  paper  is  also 
pushing  coverage  of 
regional  cities  such  as 
St.  Louis,  Chicago 
and  Denver. 

The  9/11  terror  attacks 
'  shrunk  travel  new'sholes 

"I  nearly  everywhere,  but 

the  Star  and  other  papers 
are  seeing  an  ad  rebound 
“  that  is  opening  pages 
again.  Earlier  this 
yeax^ffhen  The  Knoxville 

•  (Tenn.)  News-Sentinel 

w-key  getaways. 

and  moved  to  a  new'  building,  it  renamed 
its  travel  section  “Go”  and  gave  heavy  pro¬ 
motion  in  TV  ads,  rack  cards  and  contests. 
In  the  process,  the  News-Sentinel  decided 
to  chase  a  younger  audience  v /ith  more 
features  about  adventure  travel.  The  paper 


BathBr 
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roaches  crawling  on  the  wall  because  they 
gave  me  a  piece  of  chicken  or  something.” 

Members  of  the  Midwest  Travel  Writers 
Association  are  constantly  bumping  up 
against  the  restriction,  says  President  Mike 
Whye,  a  freelance  writer  based  in  Council 
Bluffs,  Iowa:  “Some  papers,  and  I  won’t 
name  them,  have  a  ‘don’t  ask,  don’t  tell’ 
policy  —  which  is  very  kind  of  them,  really, 
because  without  (sponsored)  travel,  the 
travel-writing  market  would  just  flat  die.” 

Comics 

BY  DAVE  ASTOR 

OME  PEOPLE  ARE  SAD  ABOUT  THE 
state  of  the  Sunday  funnies.  Surveys 
show  the  comics  section  remains  one 
of  the  most-read  parts  of  the  Sunday  paper, 
yet  the  way  it’s  treated  doesn’t  always 
reflect  its  popularity. 

The  biggest  complaint  is  shrinking  size. 
“They’re  making  comics  smaller  and 
smaller,  and  cramming  them  together,” 
says  “Beetle  Bailey”  creator  Mort  Walker, 
whose  King  Features 
strip  started  in  1950. 

“We’ve  lost  the 
grandeur  of  Sunday 
comics,”  agrees 
“Non  Sequitur” 
creator  Wiley  Miller 
of  Universal  Press 
Syndicate,  recalling 
the  days  when 
papers  ran  only  one 
or  two  strips  on  a 
Sunday  page  — 
allowing  for  much 
more  lavish  art.  Now, 
many  papers  intent 
Papers  like  the  S.F.  on  cutting  newsprint 
Chronicle  run  many  costs  are  squeezing 

comics  on  a  page.  c  * 

“  five  comics  into  a 

page  and  reducing  the  number  of  pages 
in  the  section. 

This  reality  is  unlikely  to  change,  so  car¬ 
toonists  need  to  “get  over  it”  and  “maximize 
the  space  we  have,”  Miller  adds.  For  him, 
this  means  still  doing  elaborate  art  with 
complex  color,  and  using  a  vertical  format 
that  enables  papers  to  use  the  Sunday  “Non 
Sequitur”  without  dropping  other  strips. 
Horizontal  comics  making  innovative  use 
of  their  space  include  “Zits”  by  Jerry  Scott 
and  Jim  Borgman  of  King  Features. 

But  Miller  notes  that  a  number  of 
Sunday  comics  are  only  slightly  larger, 
color  versions  of  daily  episodes.  “We  owe  it 
to  the  readers,  and  we  owe  it  to  the  news¬ 
papers  who  buy  our  features,  to  put  more 


Commenting  on  the  latest  trends,  Whye 
says,  “Adventure  travel?  Sure,  younger 
people  are  heavily  invested  in  SUVs  and,  by 
God,  they  want  to  use  them.  So  there  is  that 
market  out  there.” 

Freelancers  cite  two  other  worsening 
complaints:  newspapers  demanding  all 
rights  to  a  story,  and/or  paying  writers  slow¬ 
ly.  “A  lot  of  us  have  just  gotten  to  the  point 
where  we  say,  the  hell  with  newspapers,” 
says  Fullman.  “They’re  just  not  worth  it.”  11 


[funnies 


effort  into  our  \  I  ••  ■  •  ^ 

Sunday  work,” 
he  says. 

Certainly,  I 

Sunday  comics  I 

color  is  looking  fc— 
better  as  more  creators  do  their  own 
coloring.  Yet  cartoonists  have  little  control 
over  the  way  the  comics  often  get  buried 
inside  Sunday  editions  rather  than  wrap 
around  them,  and  continue  to  look  boxy 
and  static  even  as  other  sections  get  lively 
makeovers.  The  21st  Century  Comics 
report  of  1985  recommended  changes 
such  as  running  large  drawings  of  cartoon 
characters  amidst  the  Sunday  strips.  But 
with  the  21st  century  actually  here,  the 
Sunday  funnies’  design  looks  pretty  much 
the  same  as  it  did  18  years  ago. 

Why  don’t  papers  pay  more  attention  to 
these  sections?  Some  theorize  that  text- 
oriented  editors  don’t  believe  the  comics 
are  that  important  or  are  jealous  of  their 
popularity  compared  to,  say,  editorials. 

Sunday  comics  sections  also  don’t  bring 

Television 


BY  SHAWN  MOYNIHAN 

SAY  WHAT  YOU  WILL  ABOUT  FEWER 
people  reading  the  Sunday  paper, 
but  there’s  one  section  many  readers 
remain  passionate  about:  the  TV  section. 
Make  the  slightest  change  in  its  content,  and 
readers  will  be  on  the  phone  within  minutes. 

‘The  three  things  in  a  newspaper  that  you 
can  never  mess  with  are  the  TV  book,  the 
comics  and  the  puzzles,”  says  Kyrie  O’Con¬ 
nor,  assistant  managing  editor  of  features 
at  The  Hartford  (Conn.)  Courant.  “If  you’re 
going  to  do  anything  at  all  with  those,  you’d 
better  know  what  you’re  doing.” 

In  January,  the  Courant  cut  its  52-page 
TV  book  down  to  36  pages.  The  daytime  and 
overnight  program  listings  were  removed, 
leaving  only  prime-time  and  movie  listings. 


in  as  much  ad  revenue  as  papers  would 
like.  “A  big  problem  is  lead  time,”  says 
Mike  Peterson,  the  educational  services 
director  who  deals  with  comics  at  The  Post- 
Star  in  Glens  Falls,  N.Y.  Because  many 
Sunday  comics  sections  aren’t  printed 
in-house,  ad  deadlines  may  be  too  far  in 
advance  for  some  local  companies.  “With 
new  technologies  and  advanced  printing 
presses,  more  newspapers  should  explore 
bringing  printing  in-house  again,”  says 
Lisa  Klem  Wilson,  vice  president  and 

general  manager  of  United  Media. 

\  National  advertisers  that  once 
I  I  made  Sunday-comics  buys  now  often 
'  y  prefer  TV  commercials  or  newspaper 
^  preprints.  Meredith  Johnston,  director 
of  magazines,  comics,  and  preprints  for 
Metro  Newspaper  Advertising  Services, 
adds  that  some  newspapers  have  shrunk 
their  Sunday  comics  sections  so  much  that 
there  may  not  be  room  for  an  ad  even  if 
one  came  in. 

Why  advertise  in  the  comics?  “It’s  a 
family  medium,  and  the  readership  and 
reader  loyalty  is  enormous,”  says  Johnston, 
citing  three  among  a  number  of  reasons. 

A  higher  percentage  of  kids  read  the 
Sunday  comics  than  the  daily  comics  — 
meaning  the  increasing  number  of  strips 
that  are  topical,  controversial,  and/or  a  bit 
risque  tend  to  be  less  so  on  Sundays.  “It’s 
more  toward  the  ‘G’  level  than  the  ‘R’  level,” 
says  Carl  Nelson,  editor  of  the  Nelson 
Report  newsletter,  which  often  discusses 
comics  trends. 

Nelson  adds  that  the  Sunday  funnies  are 
still  “a  critical  entry  point”  into  newspapers 
for  kids,  who  hopefully  go  on  to  also  read 
other  sections  as  they  get  older.  1) 


Reaction  was  swift  —  and 
angry.  Following  hundreds 
of  complaint  calls,  the 
overnight  and  daytime 
listings  were  soon  converted  to  a 
smaller  format  and  put  back  into  the  book. 

Four  years  ago.  The  Dallas  Morning  News 
shrank  its  TV  section  from  a  quarterfold  to 
a  tab.  It’s  an  idea  that  is  picking  up  steam, 
judging  by  the  amount  of  calls  Arts  Editor 
Rick  Holder  has  received  from  other  news¬ 
papers.  “You  wouldn’t  believe  how  many 
people  I’ve  talked  to  in  the  last  three  months 
about  this,”  Holter  says. 

The  Morning  News’ change  included, 
among  other  revisions,  nearly  doubling  the 
amount  of  channels  listed  in  its  grids  from 
38  to  70  —  which  means  smaller  grid  boxes 
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Sunday  TV  books  at  The  San  Diego  Union-Tribune,  The  Dallas  Morning  News,  The  Hartford  Courant, 
and  the  New  York  Post  face  the  challenge  of  balancing  editorial  content  with  ever-expanding  listings. 


and  smaller  type,  making  them  harder  to  critical  to  their  readers.  At  The  Sun  in 
read  —  and  a  switch  from  vertical  grids  to  Baltimore,  TV  Editor  Claudette  Arons  says 
horizontal  ones.  Again,  readers  were  quick  to  10  pages  have  been  cut  from  the  section  in 
respond:  The  first  week,  the  News  received  the  last  few  years,  and  in  the  process  of  scal- 

6,000  calls  and/or  e-mails,  of  which  5,500  ing  back,  cover  features  and  reviews  had  to 

were  subscribers  with  an  axe  to  grind.  Even-  go.  But  items  like  the  TV  crossword,  the 
tually,  readers  got  used  to  it. 

With  so  many  TV  sections  shrinking  these  E  S I  G  N 
days,  “The  quality  of  the  books  isn’t  what  it 
used  to  be,”  says  Barbara  Needleman,  vice 

president  for  entertainment  products  for  BY  CARL  SULLIVAN 

Tribune  Media  Services  (TMS).  After  -"Ip  n  terms  of  design,  the  Sunday 

making  a  majority  investment  in  competing  I  edition  has  traditionally  been  “the 

media  information  provider  TVData  in  May  .M.  spoiled  child  of  the  week,”  as  one 

2001,  Tribune  now  provides  TV  program-  newspaper  art  director  calls  it. 
ming  information  and  features  to  more  than  Lavished  with  the  gifts  of  space  and  time 

4,000  customers,  including  The  New  York  for  layout  and  graphics  work,  the  Sunday 
Times,  the  Minneapolis  Star  Tribune,  paper  is  almost  always  flashier  than  its 

and  The  Miami  Herald.  Also,  TMS  now  Monday-through-Saturday  siblings  —  better 

paginates  nearly  the  entire  TV’  book  for  more  and  larger  photography,  bolder  typography, 

than  250  newspapers.  For  example.  Tribune  and  more  magazine-like  layouts.  “The  Sun- 
takes  care  of  everything  on  the  Chicago  day  paper  can  look  very  special  because  with 

Tribune  TV  book  except  for  the  cover.  planning,  there  is  the  time,  the  space  and 

But  not  everyone  is  likely  to  let  Tribune  most  importantly,  the  content  to  make  it  so," 
have  all  the  fun  in  coming  up  with  content.  says  Nanette  Bisher,  creative  director  at  the 
Bob  Laurence,  TV  critic  for  The  San  Diego  San  Francisco  Chronicle. 

Union-Tribune,  says  it  is  a  point  of  pride  for  Publishers  have  also  given  artists  more 
the  paper  to  concoct  its  own  TV  cover  story.  leeway  on  Sunday  because  they  want  the 

The  Tribune  is  just  one  of  hundreds  of  product  to  look  like  it’s  worth  the  higher 


Q&A  section  and  children’s  highlights  were 
elements  that  readers  refused  to  do  without. 

One  paper  that  has  been  working  to  estab¬ 
lish  an  identity  for  its  Sunday  TV  book  in  the 
past  year  is  the  New  York  Post.  The  Manhat¬ 
tan  tabloid  has  only  run  it  since  September 
2002.  TV  Editor  Mike  Shain  says  his  goal 
was  to  trim  the  fat  from  what  has  become 
the  industry  norm  and  provide  a  sharp, 
good-looking  product  that’s  long  on  opinion 
and  color,  and  short  on  movie  listings.  At 
eight  pages,  the  Past’s  TV  section  is  a  pre¬ 
press  insert  that  is  among  the  most  concise 
—  and  best-looking  —  in  the  business.  11 


price  tag  — 

“something  to 
compel  readers  to 
part  with  a  dollar, 
versus  25  cents,”  says 
Ron  Reason,  vice 
president/creative  director  at 
newspaper  designer  Garcia  Media. 

But  there's  a  danger  to  planning  the  Sun¬ 
day  front  page  around  canned  or  “featurey” 
stories,  says  Reason’s  boss  and  noted  design¬ 
er  Mario  Garcia.  “Those  very  wonderful 
centerpieces  have  robbed  the  Sunday  front 
page  of  its  newsy  edge,”  he  says.  “I  have  never 
found  evidence  to  con\ince  me  that  readers 
expect  their  Sunday  front  page  to  be  less 
newsy  than  Thursday  or  Tuesday. ...  In  our 
present  world,  newsmakers  and  news  events 
do  not  take  the  weekend  off”  11 


newspapers  that  have  faced  the  problem 
of  expanding  listings  on  digital  cable  and 
Satellite  TV.  As  the  program  listing  grids  get 
smaller  in  order  to  accommodate  the  data, 
“You  can  only  go  so  far  before  you’re  handing 
out  magnifying  glasses,  door  to  door,” 
Laurence  jokes. 

Some  papers,  however,  have  shifted 
responsibility  for  the  TV  book  from  an 
editorial  product  to  the  advertising  depart¬ 
ment.  One  example  is  The  Kansas  City  Star, 
whose  ad  department  took  over  the  TV 
section  in  late  1999;  content-wise,  the  book 
is  purely  a  Tribune  Media  Services  product. 

“Traditionally,  [TV  sections]  don’t  make 
money.  They’re  circulation-driving  pieces,” 
says  Ted  Massing,  the  newspaper’s  sales 
manager  for  special  sections  and  projects. 

On  Aug.  10,  the  Star’s  TV  book  was  cut  back 
from  48  to  32  pages. 

Not  all  papers  are  feeling  the  squeeze;  the 
St.  Paul  Pioneer  Press  TV  book,  at  a  healthy 
72  pages,  may  expand  due  to  a  surplus  of  ads. 
And  in  some  cases,  newspapers  have  discov¬ 
ered  that  Sunday  TV  book  features  aren’t 
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Designing  and  equipping  Salt  Lake  City  JOA  headquarters  and  plant 


BY  JIM  ROSENBERG 

Newspaper  Agency  Corp.  is  moving  ahead  with 
decisions  for  its  new  suburban  headquarters  and 
plant  in  West  Valley  City,  southwest  of  the  current 
offices  of  the  company  that  manages  The  Salt  Lake 
Tribune  and  the  Deseret  Morning  News  under  a  joint 
operating  agreement. 

Hired  to  provide  full  architectural  and  engineering  services  under 
the  direction  of  architect  David  Ehrhardt,  Dario  Designs  Inc.  also 
is  aiding  NAC  in  selecting  materials-handling,  packaging  and,  with 
consultant  Chuck  Blevins,  pressroom  equipment. 

Beyond  being  the  first  to  buy  TKS’s  4-by-l  press  and  the  largest 


with  such  a  one-around  doublewide 
(E&P,  June  23,  Aug.  11),  NAC  considered 
lining  up  reelstands  alongside  its  three 
in-line  presses  —  units  and  towers  of 
which  would  be  erected  at  90°  from  their 
customary  orientation  to  allow  straight 
reel-to-unit  paper  paths. 

Directly  side-feeding  a  web,  said  Dario 
Designs  President  Dario  D.  D.  DiMare, 
affords  better  tension  and  register  control 
than  angling  pajjer  into  a  press  from 
same-level  right-angle  reelstands.  In  the 
arrangement  considered  by  NAC,  angle 
bars  would  be  used  only  to  bring  printed 
webs  to  the  folders.  A  TKS  site  in  Japan 
operates  a  side-fed,  4-by-2  press. 

DiMare  said  putting  all  the  equipment 
within  sight  on  one  floor  should  reduce 
time  and  staffing.  “There’s  no  up  and  down, 
with  the  exception  of  putting  plates  on 
towers’  upper  cylinders,”  he  noted. 

Though  the  letter  of  intent  is  for  bottom- 
fed  presses,  TKS  (USA)  Inc.  National  Sales 


Director  Mike  Shafer  said  NAC  did  “take  a 
hard  look  at”  the  side-fed  option,  but  that 
it  is  now  “pretty  much  out  of  the  equation.” 
Still,  though  the  matter  “is  99-9%  decided” 
in  favor  of  printing  over  the  reelstands, 
“we’ve  left  that  open,”  said  NAC  General 
Manager  Fred  Temby. 

A  final  decision,  expected  in  a  week 
or  so,  will  come  down  to  “weighing  the 
difference  between  ojjerational  savings 
and  building  savings,”  said  DiMare.  The 
area’s  seismic  potential,  he  added,  figures 
into  the  calculations,  owing  to  design  issues 
and  extra  steel  required  to  erect  towers 
over  rather  than  alongside  reelstands. 

“There’s  some  cost  justification  to  be 
done  on  it,”  said  Temby,  explaining  that 
while  side-feeding  may  yield  a  better  return 
on  investment  with  respect  to  manning 
(and  eliminate  the  cost  of  a  press  tabletop), 
the  right-angle  configuration  adds  to 
ex^penses  “because  the  footprint  of  the 
building  is  bigger.”  In  any  event,  a  decision 
will  not  be  based  solely  on  cost,  Temby  said. 


Three  TKS  ColorTop  SOOOUDs  shown 
over  24  RTFs  for  Newspaper  Agency  Corp. 
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Contrary  to  E^Fs  earlier  report,  the 
tower  TKS  ran  at  Nexpo  will  not  go  to  NAC, 
and  the  ColorTop  5000UD  uses  conven¬ 
tional,  not  metal-backed,  blankets. 

Automated  storage  and  retrieval  may  do 
double  duty  by  moving  and  bolding  up  to 
1,200  rolls  of  newsprint  and  300  pallets  of 
ad  inserts  on  racks  almost  600  feet  long 
and  100  feet  high,  according  to  DiMare. 

Temby  said  NAC  will  replace  one  of  four 
planned  inserting  lines  with  a  collator  for 
Sunday  packages,  a  decision  DiMare  said 
will  affect  the  size  of  the  building,  which 
“is  designed  for  any  department  to  double 
in  size  at  any  time  without  disruption.” 

Beyond  that,  DiMare  said  he  tries  to 
balance  the  aesthetic  concerns  of  those  us¬ 
ing  the  building  and  those  living  or  driving 
near  it,  taking  into  account  the  local  topog¬ 
raphy,  building  design,  views  of  Salt  Lake 
City  and  the  Wasatch  Range  beyond,  even 
an  ugly  neighboring  electrical  substation. 

Truck  docks  will  disappear  into  an  exca¬ 
vated  hill  behind  the  building,  which  itself 
will  hide  the  substation.  In  offices  across 
the  front  of  a  long,  curved  structure,  “all  the 
windows  face  the  mountains,”  DiMare  said. 
That  big  curve’s  600-foot  radius,  he  ex¬ 
plained,  allows  use  of  straight,  8-fbot  panels 
to  achieve  the  overall  effect  because,  meas¬ 
uring  from  the  same  starting  point,  a  curve 
with  that  radius  and  a  straight  line  are 
barely  3/16  of  an  inch  apart  after  8  feet. 

By  building  on  a  grid,  with  the  smallest 
unit  measuring  4  feet,  almost  everything 
can  be  bought  for  lower  cost  at  a  standard 
measure,  and  networks  and  services  can  be 
laid  out  rationally  and  changed  easily  later, 
according  to  DiMare. 

A  precast  concrete  facade  was  chosen 
for  its  durability,  low  maintenance,  and  a 
familiarity  to  the  contractors.  DiMare  said 
it  will  be  tinted  in  sections  using  six  or 
seven  colors  to  look  like  pixels  in  the 
background  of  a  low-resolution  digital 
photo  taken  at  the  site.  From  a  distance, 
it  will  simulate  the  mountains  that  the 
building  will  obscure.  Parapets  and  screens 
for  air  conditioning  and  other  rooftop 
equipment  can  extend  the  simulation 
where  peaks  would  otherwise  appear 
n .  above  roofline. 

b  Calling  it  an  attractive  but 
inexpensive  solution,  DiMare 
insisted  that  good  design  does 
i ?  Ji^  not  necessarily  cost  more. 

Good  thing,  too,  given  Tribune 
owner  William  Dean  Singleton’s 
cautionary  comment  to  him  (and  others): 

“I  never  made  a...  dollar  on  a  brick.”  11 
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AN  MEKICAN  IN  TOKYO 

Former  NSNC  president  spends  six  months  studying  Japan’s 
military  and  viewing  the  Iraq  war  from  outside  the  U.S. 


BY  DAVE  ASTOR 

HEN  COLUMNIST  PeTE  RoWE 
signed  on  for  six  months  in 
Japan  to  study  that 
country’s  military,  he 
didn’t  realize  he  would 
also  end  up  observing 
the  Iraq  war  from  a 
vantage  point  few 
Americans  experienced. 

The  San  Diego  (Calif.) 

Union-Tribune  staffer, 
who  returned  from 
Tok>'o  last  month,  noted 
that  Japan’s  prime 
minister  supported 
President  Bush’s  tough 
approach  to  Iraq  while 
much  of  the  population 
opposed  it. 

“I  had  a  lot  of  sympa¬ 
thy  for  the  Japanese  people’s  desire  that 
more  time  be  invested  in  diplomacy,”  said 
Rowe.  “But  your  gut  reaction  is  to  defend 
your  country.”  So  when  Japanese  criticism 
got  really  strong  —  as  when  Bush  was 
labeled  “worse  than  Hitler”  —  Rowe  was 
not  pleased. 

The  war  was  relevant  to  Rowe’s  research 


NYTS  INKS  PREZ,  AUTHOR 

The  former  president  of  Brazil  is  writing  a 
monthly  world-affairs  column  for  the  New 
York  Times  Syndicate  (NYTS). 

Fernando  Henrique  Cardoso  was  president 
from  1995  to  lanuaty  2003;  he  began  his 
career  as  a  sociologist  and  author.  His  column, 
available  in  English,  Spanish,  and  Portuguese, 
originates  in  Brazil’s  0  Globo  newspaper. 

NYTS  is  also  syndicating  a  monthly  world- 
affairs  column  by  novelist  Frederick  Forsyth, 
who  was  a  journalist  before  becoming  an  author 
of  international  thrillers.  He  was  a  foreign 
correspondent  for  Reuters  from  1961  to  1965, 
and  also  worked  for  the  BBC. 

Forsyth’s  books — which  have  sold  more 
than  70  million  copies  worldwide  —  include 
The  Day  of  the  Jackal  and  The  Odessa  File. 


about  changes  in  Japan’s  defense  force.  For 
instance,  that  nation  has  had  little  global 
military  presence  since  World  War  II,  but  it 
agreed  to  send  peacekeeping  troops  to  Iraq. 

Rowe  filled  14  note¬ 
books  with  research 
gleaned  from  library 
sources  and  more 
than  100  interviews  — 
including  talks  with 
members  of  the  Japan¬ 
ese  militaiy.  One  use 
for  this  material  was 
an  article  slated  to  be 
published  Aug.  24  in 
the  Union-Tribune's 
“Insight”  section.  Rowe 
may  also  write  other 
articles,  and  is  thinking 
about  writing  a  book  in¬ 
spired  by  his  friendship 
with  an  octogenarian  imperial  army  veter¬ 
an  and  retired  architect  he  met  in  Japan. 

The  columnist,  who  went  to  Japan  on  a 
Fulbright  grant,  was  struck  by  how  the 
country  has  some  similarities  to  other 
industrialized  nations  yet  is  quite  different. 
“Deja  new,”  he  called  it. 

In  addition  to  working  on  the  “Insight” 
piece,  Rowe  has  edited  for  the  Union- 
Tribune's  art  desk  since  returning.  He 
will  eventually  resume  his  general-interest 
column  for  the  newspaper.  At  the  moment, 
the  feature  is  going  through  a  revamping 
process  that  will  make  it  more  local  and 
people-oriented. 

Rowe,  47,  is  a  former  Union-Tribune 
feature  editor  and  feature  writer  who 
began  writing  his  column  in  1992.  He 
served  as  president  of  the  National  Society 
of  Newspaper  Columnists  from  2000  to 
2002,  and  has  resumed  his  NSNC 
involvement  as  chair  of  the  group’s 
annual  writing  contest.  11 

See  'Syndicate  World" (http://www. 
editorandpublisher.com)  for  a  longer 
version  of  this  story  and  other  content 
that  didn’t  make  it  into  print. 


On  the  USS  Vinson,  off  Okinawa.  A 
Japanese  ship  is  in  the  background. 
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Getting  It  Right 

THE  PATRIOT'  BAME 

As  Ashcroft  goes  oti  offensive,  press  needs  to  play  catch-up 


SINCE  THE  USA  Patriot  Act  was  rolled  through 
Congress  —  with  insufficient  attention  to  its  revisions  of 
the  Constitution  by  the  members  and  the  press  —  I  have 
been  tracking  the  effects  of  John  Ashcroft  s  handiwork, 
and  the  lack  of  media  coverage  of  both  its  effects  and  the 
growing  rebellion  against  the  attorney  general.  Both  themes  are  in 
my  book,  The  War  on  the  Bill  of  Rights  and  the  Gathering  Resistance 
(Seven  Stories  Press,  available  in  September). 

Last  week,  in  defense  of  the  Act,  the  White  House  began  what 
The  New  York  Times  labeled  “an  unusual  counteroffensive...  to  shore 


up  support  for  tlie  prized  legislation”  that 
grew  out  of  the  September  11  attacks.  Attor¬ 
ney  General  Ashcroft  plans  to  deliver  more 
than  a  dozen  speeches  around  the  country 
during  the  next  month  in  defense  of  the 
measure. 

This  followed  a  revolt  in  the  House  of 
Representatives,  which  culmi¬ 
nated  on  July  22  with  a  vote  of 
309  to  118  to  deny  funding  for 
Section  213  (actually  called  in 
the  act  “the  sneak  and  peek  pro¬ 
vision”),  which  allows  the  FBI 
to  go  into  your  home  or  office 
when  you’re  not  there,  and 
search  and  seize  your  property. 

Under  a  warrant  from  the 
secret  Foreign  Intelligence 
Surveillance  Court,  issued  with 
only  a  government  agent  present  and  with 
lesser  evidentiary  standard  than  traditional 
“probable  cause,”  the  FBI  can  examine  your 
records  and  hard  drive,  and  insert  the 
“magic  lantern”  in  your  computer  —  a 
device  that  records  every  keystroke  you 
make.  During  a  subsequent  covert  search, 
the  FBI  can  download  that  information. 

There  is  no  exception  for  a  citizen  who 
regards  him  or  herself  as  a  journalist. 

Section  213  weakens  a  section  of  the  U.S. 
Code  which  requires  that  agents  leave  a 


copy  of  the  warrant,  and  a  receipt  for 
what’s  been  taken  when  they  leave.  In  those 
cases,  the  search  then  can  be  immediately 
challenged  —  on  the  basis  of  a  wrong 
address,  or  the  agents  exceeded  the  limits 
of  the  warrant.  But  under  Section  213,  no 
notice  need  be  given  for  90  days,  which  can 
be  delayed  indefinitely. 
(Previous  pre- Patriot  Act  delays 
were  authorized  if,  for  instance, 
there  was  danger  of  flight  to 
evade  prosecution,  but  213 
applies  to  all  these  secret 
searches.) 

Indicating  the  increasing 
bipartisan  congressional  dis¬ 
trust  of  Ashcroft,  the  successful 
amendment  was  introduced  by 
conservative  Republican  C.L. 
“Butch”  Otter  (Idaho),  a  vigorous  supporter 
of  property  and  gun  rights.  He  was  joined 
by  Democratic  presidential  aspirant 
Dennis  Kucinich  (Ohio)  and  Republican 
libertarian  Ron  Paul  (Texas).  There  were 
119  Republican  votes  for  the  amendment; 
its  fate  will  be  decided  in  a  Senate-House 
conference  in  the  fall. 

“Congress,”  said  Otter,  “is  coming  to  its 
senses.  This  is  just  the  beginning  of  a 
crusade  to  which  more  and  more  of  my 
colleagues  are  rallying.” 


Among  them  are  Democratic  senators 
Lisa  Murkowski  (Alaska)  and  Ron  Wyden 
(Oregon),  who  have  introduced  “The 
Protecting  the  Rights  of  Individuals  Act” 

(S.  1552)  to  protect  civil  liberties  in  the 
exercise  of  the  Foreign  Intelligence 
Surveillance  Act  and  its  secret  court.  But 
most  Americans  know  as  little  about  that 
court’s  chronic  deference  to  the  executive 
branch  as  they  do  about  the  existence  of 
the  “magic  lantern.” 

There  is  also  new  proposed  legislation 
by  Wisconsin  Senator  Russell  Feingold 
and  a  number  of  co-sponsors,  “The  Library, 
Bookseller  and  Personal  Records  Privacy 
Act”  (S.  1507),  aimed  at  Section  215  of  the 
Patriot  Act  that  empowers  the  FBI  to  go 
to  libraries  and  bookstores  and  find  out 
what  books  patrons  or  buyers  are  reading, 
and  then  impose  a  gag  rule  forbidding 
librarians  and  bookstore  owners  from 
telling  anyone  —  including  the  press  — 
of  their  visits.  All  the  agents  have  to  say 
is  that  the  records  are  “sought  for  an 
authorized  investigation.”  No  probable 
cause  is  needed. 

The  press  should  keep  watch  on  those 
two  bills,  and  other  such  legislation. 

And  how  many  newspaper  readers  know 
that  a  case  is  likely  to  soon  arrive  at  the 
Supreme  Court  that  will  decide  whether 
the  president,  solely  on  his  say-so,  can  des¬ 
ignate  a  U.S.  citizen  as  a  enemy  combatant, 
and  place  him  or  her  in  a  military  brig  on 
American  soil  indefinitely  without  charges 
and  without  access  to  a  lawyer? 

When,  on  July  9,  the  Fourth  Circuit 
Court  of  Appeals  voted  8  to  4  that  the  pres¬ 
ident  does  indeed  have  that  fiighteningly 
unprecedented  authority,  a  dissent  was 
thundered  by  Judge  Diana  Gribbon  Motz. 

It  got  some  notice  in  The  New  York  Times 
and  The  Washington  Post,  but  scant,  if  any, 
attention  in  most  other  media.  She  wrote: 
“[This  court’s]  decision  marks  the  first 
time  in  our  history  that  a  federal  court  has 
approved  the  elimination  of  protections 
afforded  a  citizen  by  the  Constitution  solely 
on  the  basis  of  the  Executive’s  designation 
of  that  citizen  as  an  enemy  combatant, 
without  testing  the  accuracy  of  the  desig¬ 
nation.”  The  entire  dissent  defined  the  very 
nature  of  what  distinguishes  us  from  other 
nations.  This  resounding  dissent  did  not 
resound  far  enough,  because  few 
Americans  knew  of  its  existence.  11 
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